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Create your own 
to maximize 


World's #1 Web Host 

We offer a variety of options for domain name registration, web hosting, and servers. 
With superior data center technology, excellent reliability, great prices and a 90-Day 
Money Back Guarantee, it's no wonder customers trust 1&1 as their web host! 

































1&1 eShop 
your eBay sales! 


Outstanding Price 

Our competitive prices allow you to invest 
more money into your business. Plus, we 
NOT take any additional commission from 
your sales! 


Advanced eBay Features « # 

Once you register with eBay, you can submit products 
for the listings directly from your 1&1 Control Panel. 

When buyers view your product your other listings 
will also be featured. 


compatible 

application 


Sell Products in your Own eShop 

Your customers will complete an order in your own eShop after clicking 
the link to purchase in eBay. Once they are in your shop, you can cross- 
sell similar products and encourage them to view the rest of your line. 

Automate your Work 

Keep your business up to date using inventory management 
and scheduled publishing for new web pages! 


Free Pictures with your Listings 

Normally eBay charges you to post additional pictures, but when you 
list your product with a 1&1 eShop you can post up to 3 pictures FREE! 


1.877.go1and1 

it us now 1and1.com 
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STEP 1: set up for success 

16 lesson learned After a few bumps in the startup road, Jack Kim's 
electronics business is more successful than ever. 

18 how do you stack up? If you've got something to sell, you're 
set. Get started on eBay with these 5 tips, by sften figwt uniUe 

STEP 2: listing best practices 

22 can you hear me now? Audio and visual in your listings can 
increase traffic and sales. Now, that's got a nice ring to it. 

24 scene and be seen Get your listing in the spotlight with prod¬ 
uct visuals that shine and other star-studded features, bjjasgaetyn iya# 

STEP 3: ebay stores 

44 the shoe fits After launching an eBay Store, these entrepreneurs 
really hit their stride. 

46 a place to call your own Once you've learned the ropes of 

selling on eBay, it may be time to open an eBay Store or your very own Pro- 
Stores site, by tears tiffasy 


pulse 

10 §0 the distance eBay rewards sellers who provide great customer 
service. 

11 tightened security PayPal offers enhanced protection, making it 
a smart choice for sellers. 

12 let’s talk A blogger opens the conversation between eBay sellers 
and management. 

12 new beginnings Feedback updates mean buyers and sellers are 
leaving more honest ratings. 

13 a job well done Now the same buyer can lift your ratings by giv¬ 
ing you,kudos again and again. 

14 price points Find out how eBay's latest pricing changes will 

affect your listings. 

14 at a glance The new Seller Dashboard makes managing your eBay 
account easy. 

15 raising the bar New regulations change what it means to be a 

great seller—and PowerSeller. 
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VOICE. 

INTERNET. 

TV. 

GARY. 



With Comcast Business Class , you’ve got the support of more than 1,000 “feet on 
the street” account executives: local neighborhood guys like Gary Allston who can 
help you figure out what your small business needs, and how to get it. With 
Comcast Business Class products and people like Gary Allston, your business has 
all the tools it needs to succeed. Not that, ahem, we consider Gary a tool. 


Sorry Gary. 


Turn Your Office On 


800 - 316-1619 


(comcast 

Business Cla< 


Business Class 










Entrepreneur’s 

eBay Startup Guide 


SPECIAL: bonus section 

27 seize the season The holidays are the most important time of 

year for sellers on eBay. Are you prepared to profit? by mark bwrieks 

35 customer service heroics Sawy eBay sellers go the extra 

mile to satisfy customers, by sites# fij 


39 talk the talk If you're going to be a hit on eBay, you'd better get 
familiar with these terms. 


STEP 4: managing payments 

50 show me the money Making the sale is good, but keeping track 

of payments is even better. 

52 it’s payday Everything you need to know to protect your pay¬ 
ments on eBay by srareta laytoa turner 

STEP 5: shipping & fulfillment 

54 signed, sealed, delivered Boosting business while keeping 

customers happy was a package deal for this techy entrepreneur. 

56 better shipping Why not go above and beyond customer ex¬ 
pectations? fey aarBia iaytaa turner 

STEP 6: seller tools 

58 tools of the trade Tap eBay's wealth of seller tools to keep or¬ 
ganized—and see that wealth roll in. 

60 sharpest tools in the shed Take your business on eBay to 
the next level with these advanced selling tools, by «»a»da e, kmmr 

STEP 7: marketplace information 

62 are you talking to me? With due diligence, sourcing for your 
eBay Store is a cinch. 

64 you’re not alone Need some help navigating the marketplace? 

eBay tools can help, by Julia monafean 


in every issue 

6 editor’s note 
66 sources 
68 success story 
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No matter what you sell, Concentric has the services and tools to 
create and manage your virtual business. Thousands use our secure, 
affordable hosting platform to sell and build an online presence. Our 
Professional Services can set up, design, and publish your e-commerce 
website quickly and affordably. 

Create the site you need: Concentric offers thousands of style, 
navigation, and feature options including PayPal - the safe, real-time 
solution for accepting online credit card payments. Also included free 
are Zen Cart and osCommerce, applications that power many of the 
largest online stores and keep transactions safe. 

One Account delivers it all: Concentric customers receive unparalleled 
resources and support. Our clustered hosting and email delivers superior 
reliability and security with an easy-to-use control panel. 

Call 1-866-500-9696 to set up an account or arrange a consultatic 
Services Team. Sign-up today! Get more information at www. 


eBay special offer! SAVE NOW! 

Sign-up for a Concentric Hosting Account today - get a FREE 
domain name for 1 year, FREE 1st month, & pay NO set-up Fee 

All Concentric Web Hosting plans include: 

• Customizable, scalable website hosting 
D Choice of Linux or Windows operating systems 
a POP3 and Web Mail, integrated with spam and virus protection 
D Free shopping cart 

0 Advanced security, 99.9% Service Level Agreement (SLA) 
and daily data backup 

a 24/7 toll-free customer support. No commitment, 90 day guarantee. 
Basic plans start at $9.95/mo with 12 month prepay. 

with our Professional [( mnrontrir 

jncentric.com/ebav \v u 11 “ 11 «■ ■ 1 


Your success on eBay starts here. 
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EDITOR'S NOTE 


roll with it 

BY EMBRACING CHANGE-WHETHER ON EBAY OR IN THE ECONOMY-YOU'RE BOUND TO COME OUT AHEAD. 



C hange. You either love it or you hate it. For 
eBay, change has been good, embraced and 
welcomed. 

In January, the company announced some sig¬ 
nificant modifications, involving pricing, feed¬ 
back and seller standards. The most significant 
change? A policy that allows sellers to leave only 
positive feedback for buyers. 

The site’s nearly 84 million active users world¬ 
wide had about a month to absorb these changes— 
the bulk of which went into effect in May— 
before heading to the annual eBay Live! event in 
Chicago. Thousands of people attended the three- 
day event to network, learn how to better man¬ 
age and grow their businesses on eBay, and voice 
their opinions about the changes. “Education is 
at the core of eBay Live!, and a lot of the educa¬ 
tional offerings this year were specifically cre¬ 
ated to provide assistance to sellers adjust¬ 
ing to the changes,” says Jim “Griff” Griffith, 
dean of eBay Education and author of The 
Official eBay Bible. You can learn more 
about the changes by reading “Pulse,” 
which starts on page 10. 

As this global online marketplace 
continues to evolve and the economy 
as a whole sees vast changes, op¬ 
portunities are created for entre¬ 
preneurs, especially the ones who 
embrace change and adapt. 

The man at the forefront of all the 
excitement at eBay? New CEO John 
Donahue. With a new leader in place, 
eBay’s core values remain the same— 
and the opportunity it provides for thou¬ 
sands of entrepreneurs remains strong. 


EDITOR-IN-CHIEF 

acosper@entrepreneur.Goin 
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Need products to sell on eBay? 

instant access to over 1 r OOO f OOO products! 





KISS 

Destroyer 
Bar Stool 


Doba product ID: 3676208 
Doba price: $20.60 
eBay item #: 380035645862 
sold on eBay: $34.99 



start 

your 


trial 



Over six years 
providing products 
for eBay sellers 


Our suppliers take care of 
the warehousing, packaging, 
shipping - you simply sell 
and profit! 


Access 200 suppliers and more 
than 1,000,000 products 

Easily list products on eBay, eBay 
Stores, and ProStores with just a few 
clicks! No more cut and paste! 


and we'll send you a free copy of 

Drop Shipping For Dummies. 


www.doba.com/free/14 



efcfV 

services. 



□ doba 
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INCORPORATE OR 
FORM AN LLC TODAY. 

Start your business 

with The Company Corporation. 



Incorporate or form an LLC with The Company Corporation 
and find other great tools to help get your business started. 

Three reasons businesses turn to 
The Company Corporation: 

AFFORDABLE. Complete your incorporation or LLC 
at a fraction of the cost of using a lawyer. 

EASY. Work with a Business Services Specialist by phone 
or complete your application online in 10 minutes or less, 
in all 50 states. 

FINANCIALLY STRONG. $50,000 Guarantee*! 

Only The Company Corporation has the strength to offer 
this type of protection for your company. 


call 1-877-462-1775 

www.incorporate.com 

COMPANY 

CORPORATION' 

5 * Guarantee details, terms, and conditions are available at our website. The Company 

i Corporation is a service company and does not offer legal or financial advice. 

INCORPORATING WHAT'S RIGHT FOR YOU 









Seller 


go the distance 

EBAY REWARDS SELLERS WHO PROVIDE GREAT 
CUSTOMER SERVICE. BY GWEN MORAN 

11 ft part of its focus on the customer experience, 
JHlCf eBay is intent on rewarding sellers who go 
the extra mile to meet or exceed customer serv¬ 
ice standards. “We want to promote the best cus¬ 
tomer experiences and demote those sellers who 
are underperforming,” says John McDonald, a sen¬ 
ior director on eBay’s U.S. trust & safety team. “By 
encouraging sellers in this way, we will help them 
deliver that fantastic buying experience.” 

eBay offers three major benefits to exceptional 
sellers who maintain their status: 


1. DISCOUNTS FOR POWERSELLERS: For the first time 
ever, PowerSellers can receive tiered discounts 
based on feedback customers give about their 
buying experiences. Volume sellers who main¬ 
tain a Detailed Seller Rating, or DSR, of 4.6 or 
higher will receive rebates on their fees ranging 
from 5 percent to 20 percent, with 20 percent off 
for those who maintain a 4.9 or higher average 
within the previous 30 days. 

2 . BETTER PAYMENT PROTECTION: PowerSellers in the 
United States, Canada, the United Kingdom and 
Hong Kong are eligible for expanded protection 
against claims, chargebacks, reversals of unau¬ 
thorized payments, and merchandise not received 
when they have registered PayPal accounts linked 
to their eBay accounts. Only transactions that are 
conducted through PayPal are eligible. The pro- 
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tection is free, has no annual limit and no longer 
requires a confirmed address for a transaction to 
be covered. 

3. INCREASED EXPOSURE: In addition, all great sellers 
are getting increased listings exposure thanks 
to Best Match search results, which were intro¬ 
duced last year and, in March, became the default 
search criteria for eBay listings. Best Match is dif¬ 
ferent from traditional eBay searches, which de¬ 
faulted to the item ending soonest, says Todd Lut- 
wak, senior director of eBay’s seller development 
team. “Best Match takes into account format, time 
ending, relevance—how closely it matches what 
we think the buyer wants based on the title of the 
listing—and attributes,” says Lutwak. “We’re also 
elevating the sellers with high DSRs.” 

Best Match allows buyers to find relevant 
items faster, increasing their level of satisfac¬ 
tion. In fact, since it was rolled out as a search 
engine, Best Match has proved to be the best 
sort method for successful buyer conversion. 
And because sellers with higher DSRs are el¬ 
evated, it’s more likely that buyers will have posi¬ 
tive experiences. 


tightened security 

PAYPAL OFFERS ENHANCED PROTECTION, 
MAKING IT A SMART CHOICE FOR SELLERS. 

Uf | If |J eBay ramping up its benefits for sellers 
SSI I ii who provide good experiences to buyers, 
enhanced PayPal protection is part of the equa¬ 
tion, says John McDonald, a senior director on 
eBay’s U.S, trust & safety team. While Power- 
Sellers were already protected against unauthor¬ 
ized and nonreceipt claims and chargebacks, Pay¬ 
Pal dramatically improved seller protection for 
PowerSellers in February. 

PayPal no longer requires that PowerSellers 
ship to confirmed addresses for items they sell 
on eBay. For PowerSellers, every address in the 
PayPal system is considered a confirmed ad¬ 
dress. In addition, the $5,000 PayPal protection 
limit has been eliminated, and PowerSellers now 
enjoy unlimited protection against fraudulent 
transactions. 

Seller protection also covers transactions with 
buyers outside the United States, Canada and 
the United Kingdom, and applies to many mar¬ 
kets around the world, allowing PowerSellers 


to access a much larger group of buyers with¬ 
out taking on additional risks. PowerSellers can 
check their PayPal agreement for a full list of 
the markets that are covered. 

PayPal’s Unpaid Item Protection Program, which 
offers PowerSellers refunds on feature fees in the 
event of an Unpaid Item, is now a permanent ben¬ 
efit of the PowerSeller program for both auction- 
style and Fixed-Price listings. 

“PayPal has advanced anti-fraud technology that 
helps stop fraudulent transactions before they im¬ 
pact the buyer or the seller,” says McDonald. He 
says that when a buyer and seller conduct trans¬ 
actions through PayPal, they cut the chance of 
having an Unpaid Item by half. That, combined 
with enhanced protection, makes PayPal a smart 
payment offering for sellers. -g.m. 
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let’s talk 


A BLOGGER OPENS THE CONVERSATION 
BETWEEN EBAY SELLERS AND MANAGEMENT. 

11 Ilf inf* a bl °gg er on tbe l° ose delivering 
ilMw Silfl unfiltered reports directly from 
corporate headquarters to the public is a situa¬ 
tion most companies would do their best to avoid. 
But eBay isn’t most companies, and social media 
expert Richard Brewer-Hay, an eBay employee, 
has been given access to report from the front 
lines in San Jose, California. His goal is to pro¬ 
vide direct-line communication between all eBay 
constituencies and eBay’s management. 

Brewer-Hay’s blog, eBay Ink (ebayinkblog. 
com), launched in April with a message that ad¬ 
dresses the overall purpose of his work: “It’s 
pretty simple really—we need to become better 
listeners. Period. This blog is just one way I’m 
hoping I can help the company achieve this goal, 
by listening to your opinions, insights and per¬ 
spectives, and where I can, facilitating conver¬ 
sation and providing you with access to those 
here inside eBay who need this information 
most.” 

Although employed by eBay, Brewer-Hay iden¬ 
tifies himself as an outsider in the sense that he 
is not part of senior management. He will be re¬ 
porting on the company much like any journal¬ 
ist would. And while he will attempt to remain 
objective, he does admit that his upfront access— 
not to mention employee status—may make that 
difficult at times. However, he sees these things 
as advantages as well, giving him an internal per¬ 
spective on the company’s changes and the abil¬ 
ity to bring important feedback he receives on 
the blog directly to the managers and directors 
who can address it. -g.m. 


new beginnings 

FEEDBACK UPDATES MEAN BUYERS AND 
SELLERS ARE LEAVING MORE HONEST RATINGS. 

IP St JtW f ee dback system is one of the 
kDfif W marketplace’s foundational el¬ 
ements, allowing buyers and sellers to establish 
visible histories of successful transactions, which 
builds a community of transparency and trust. 
The system has evolved to include nonpublic 
means of providing feedback to improve its ac¬ 
curacy, including an Unpaid Item report intro¬ 
duced in 2004, which helps hold buyers account¬ 
able for poor behavior. 

In recent years, however, eBay management real¬ 
ized that buyers were becoming increasingly afraid 
of leaving honest accurate feedback due to the threat 
of retaliation. eBay data indicated that sellers leave 
negative feedback after receiving negative feed¬ 
back eight times more frequently than buyers do, 
a figure that has increased dramatically over re¬ 
cent years. This dynamic caused a number of frus¬ 
trated and angry buyers to leave the community, 
reducing opportunities for all sellers. 

“The marketplace has evolved over the past 
12 years, and we’ve seen behavior change,” ex¬ 
plains Brian Burke, director of global feedback 
policy. “When I started nine years ago, there was 
less automation of feedback, as many larger 
sellers [automate feedback] today, and feedback 
is often left in a way that doesn’t reflect the trans¬ 
action honestly.” 

. To increase trust and confidence in the system, 
eBay management turned to Pierre Omidyar, the 
company’s founder and the creator of eBay’s feed¬ 
back system, for advice. Working together, the team 
made the momentous decision to allow sellers 
to leave only positive feedback for buyers. 

While this change may seem one-sided, it’s 
paired with a number of measures that increase 
seller protection. In addition to holding buyers 
accountable via nonpublic seller reporting fools, 
such as Unpaid Item reports, eBay has introduced 
the following systems to protect sellers against 
inaccurate feedback: 

■ FEEDBACK LEFT FROM BUYERS about sellers will be 
removed entirely when a buyer doesn’t respond 
to the Unpaid Item Process. 

■ WHEN A MEMBER IS SUSPENDED, all negative and neu¬ 
tral feedback ratings and comments they’ve made 
will be removed—meaning that whatever the rea¬ 
son for suspension, all negative and neutral feed- 
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Take your business on eBay from 

beginner to top seller in record time! 




Get a complimentary consultation 
with an eBay expert Today! 

Call 1-866-325-3229 

or visit ebav.com/growvourbusiness to 

sign up for your complimentary consultation 
and grow your business online. 

Consultants are available Monday-Friday, 
6am-4pm PT/9am-7pm ET. Please have 
Internet access available when you call. 


Seller On Ramp is eBay's official phone 
consulting program provided at no cost to 
qualified business sellers. 

jrwm 


NUW IHt brtIVIt bUYtK LAN LIU YOUK KftllNCib 

BY GIVING YOU KUDOS AGAIN AND AGAIN. 

1M the past, eBay’s feedback system hasn’t counted 
ill feedback from multiple purchases made by 
the same buyer. No matter how many items were 
purchased or sold by a member, that buyer or 
seller’s feedback—positive or negative—was only 
counted once toward the total feedback score. 

That changed in February. Now members re¬ 
ceive credit for feedback left on multiple purchases 
with the same buyer or seller when those purchases 
are made in different weeks. So if someone com¬ 
pletes a transaction once a week for four weeks, 
feedback will be counted separately each time it’s 
left. For feedback purposes, eBay considers a week 
Monday through Sunday, Pacific time. 


efrY 


Seller OnRamp 


eBay began retroactively recaicuiatingieeaDack 
scores to include repeat activity that occurred 
prior to February 2008. 

“Now, if I trade with you three times, both of us can 
impact each other’s score three different times,” says 
Brian Burke, director of global feedback policy. 

Burke says that this in particular encourages 
sellers to provide a consistent level of excellent 
service. In the past, there was no incentive in the 
feedback system to cultivate strong customer re¬ 
lationships and encourage repeat behavior. Since 
the overhaul, those eBay buyers who leave posi¬ 
tive feedback in different weeks can significantly 
boost the feedback scores of their favorite eBay 
merchants. As more transactions are made, there 
is greater opportunity to reward exceptional serv¬ 
ice with a higher overall feedback score, -g.m. 
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new beginnings 


FEEDBACK UPDATES MEAN BUYERS AND 
SELLERS ARE LEAVING MORE HONEST RATINGS. 


PB JSW S® feedback system is one of the 
CDrtV marketplace’s foundational el¬ 
ements, allowing buyers and sellers to establish 


into the secrets of online success with d) ' 

Seller OnRamp 


eBay Seller OnRamp consultants help new business sellers with best practices and tips to start and grow 
their business on eBay. 

can 1 - 866 - 325-3229 

or visit ebav.com/growvourbusiness to sign up for your 
complimentary consultation today. 

Enter Special Offer Code: ENTREPRENEUR. 

Consultants are available Monday-Friday, 6am-4pm PT/9am-7pm ET. 

Please have Internet access available when you call. 


LMi 




X. 


Call or schedule your no-charge, no-obligation phone consultation with an eBay expert who will: 


• Help you set up your business on eBay 

• Share ideas to help increase your sales and profitability 

• Introduce you to useful tools to help reduce your costs and improve efficiencies 
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spectives, and where I can, facilitating conver¬ 
sation and providing you with access to those 
here inside eBay who need this information 
most.” 

Although employed by eBay, Brewer-Hay iden¬ 
tifies himself as an outsider in the sense that he 
is not part of senior management. He will be re¬ 
porting on the company much like any journal¬ 
ist would. And while he will attempt to remain 
objective, he does admit that his upfront access— 
not to mention employee status—may make that 
difficult at times. However, he sees these things 
as advantages as well, giving him an internal per¬ 
spective on the company’s changes and the abil¬ 
ity to bring important feedback he receives on 
the blog directly to the managers and directors 
who can address it. -g.m. 


back system, for advice. Working together, the team 
made the momentous decision to allow sellers 
to leave only positive feedback for buyers. 

While this change may seem one-sided, it’s 
paired with a number of measures that increase 
seller protection. In addition to holding buyers 
accountable via nonpublic seller reporting fools, 
such as Unpaid Item reports, eBay has introduced 
the following systems to protect sellers against 
inaccurate feedback: 

■ FEEDBACK LEFT FROM BUYERS about sellers will be 
removed entirely when a buyer doesn’t respond 
to the Unpaid Item Process. 

■ WHEN A MEMBER IS SUSPENDED, all negative and neu¬ 
tral feedback ratings and comments they’ve made 
will be removed—meaning that whatever the rea¬ 
son for suspension, all negative and neutral feed- 
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back that individual has ever given will be elimi¬ 
nated, rather than just unscored. The rule also 
calls for the removal of negative and neutral feed¬ 
back from both buyers and sellers who are cur¬ 
rently suspended, even if their suspension oc¬ 
curred prior to the change. 

■ FOR SEVEN DAYS AFTER THE CLOSE of a listing, buyers 
are not allowed to leave negative or neutral feed¬ 
back for PowerSellers who have been on eBay 
for at least 12 months. The goal of this change 
is to facilitate communication that will prevent 
negative feedback. 

■ BUYERS MAY ONLY LEAVE FEEDBACK within 60 days 
of the listing closing as opposed to the previ¬ 
ous 90-day time frame. 


■SELLERS CAN NOW BLOCK up to 5,000 User IDs from 
bidding vs. the previous capacity of 1,000. 

■ FEEDBACK PERCENTAGES are now based only on the 
previous 12 months. While the total count re¬ 
mains for a lifetime, any negative or neutral feed¬ 
back left more than a year prior will not affect 
the user’s percent-positive score. 

eBay has also upped its enforcement, increas¬ 
ing monitoring and taking action based on seller 
reports of buyers behaving badly, says Burke. Sellers 
can block buyers who have had two Unpaid Item 
disputes in the previous 12 months, as well as 
those who have had other violations. This puts 
more power in sellers’ hands and further reduces 
risks created by unscrupulous buyers. -g.m. 


a job well done 

NOW THE SAME BUYER CAN LIFT YOUR RATINGS 
BY GIVING YOU KUDOS AGAIN AND AGAIN. 

III the past, eBay’s feedback system hasn’t counted 
111 feedback from multiple purchases made by 
the same buyer. No matter how many items were 
purchased or sold by a member, that buyer or 
seller’s feedback—positive or negative—was only 
counted once toward the total feedback score. 

That changed in February. Now members re¬ 
ceive credit for feedback left on multiple purchases 
with the same buyer or seller when those purchases 
are made in different weeks. So if someone com¬ 
pletes a transaction once a week for four weeks, 
feedback will be counted separately each time it’s 
left. For feedback purposes, eBay considers a week 
Monday through Sunday, Pacific time. 


While repeat feedback wasn’t calculated in the 
past, it could still be left on a buyer or seller’s ac¬ 
count if multiple transactions were made. In May, 
eBay began retroactively recalculating feedback 
scores to include repeat activity that occurred 
prior to February 2008. 

“Now, if I trade with you three times, both of us can 
impact each other’s score three different times,” says 
Brian Burke, director of global feedback policy. 

Burke says that this in particular encourages 
sellers to provide a consistent level of excellent 
service. In the past, there was no incentive in the 
feedback system to cultivate strong customer re¬ 
lationships and encourage repeat behavior. Since 
the overhaul, those eBay buyers who leave posi¬ 
tive feedback in different weeks can significantly 
boost the feedback scores of their favorite eBay 
merchants. As more transactions are made, there 
is greater opportunity to reward exceptional serv¬ 
ice with a higher overall feedback score. -G.M. 
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price points 

FIND OUT HOW EBAY'S LATEST PRICING 
CHANGES WILL AFFECT YOUR LISTINGS. 

11 || February, eBay made several fundamental 
I il changes to its pricing model, resulting in sig¬ 
nificant selling price reductions that lower the 
upfront financial risk of selling on eBay. These 
changes were culled directly from the preferences 
and concerns of eBay sellers and ultimately focus 
on improving the customer experience on eBay. 

“We conducted interviews with sellers about 
their economics and fees. We have a number of 
ways of gathering feedback from our community, 
and this is what they wanted,” says Todd Lutwak, 
senior director of eBay’s seller development team. 
The changes include: 



■ LOWER INSERTION FEES: Each Insertion Fee per 
auction-style and Fixed-Price listing is now be¬ 
tween 5 cents and 80 cents lower, representing 
significant percentage savings per item. Inser¬ 
tion Fees for Store Inventory listings between 
$1 and $199 have also been reduced. 

■ FREE GALLERY PHOTOS: One of the most exciting 
changes is that the Gallery feature, which allows 
sellers to include thumbnail photos of their items, 
is now free. This is an important change for sellers 
because items with Gallery photos sell for as much 
as 14 percent more than those without them. 


■ REDUCED FEATURED PLUS! FEES: Available to sellers 
with a feedback rating of 10 or higher, Featured 
Plus! upgrades listings so that they appear near 
the top of search results. Pricing for this fea¬ 
ture is now tiered to make it more accessible 
to sellers. 

Lutwak says that the amount of money eBay 
collects from sellers is about the same, but eBay 
has lowered its listing price. Fees have been re¬ 
structured so that they are based on successful 
sales. In addition to these changes, eBay has an¬ 
nounced a new minimum BIN, or Buy It Now, 
start price for Fixed-Price and Store Inventory 
format listings, as well as other fee reductions 
for several additional listing upgrades. -g.m. 


at a glance 

THE NEW SELLER DASHBOARD MAKES 
MANAGING YOUR EBAY ACCOUNT EASY. 

1C you’ve ever wished you could have all your 
is eBay info in one spot, you’ll appreciate the 
Seller Dashboard, which was launched in May. 
Based on seller feedback gathered from surveys, 
interviews and other feedback mechanisms, the 
Seller Dashboard is designed to make sellers feel 
more in control of their businesses on eBay. 

Todd Lutwak, senior director of eBay’s seller 
development team, says eBay wanted sellers to 
better understand the different levels of business 
that are possible on eBay and to easily see where 
they are in comparison. The personalized portal 
includes information about: 

■ POWERSELLER STATUS 

■ ACCOUNT BILLING STATUS 

■ FINAL VALUE FEE DISCOUNT QUALIFICATION 

■ POLICY VIOLATIONS AND RISK OF RESTRICTION 

■ BUYER SATISFACTION (BASED ON FEEDBACK, DSRS AND 
COMPLAINTS) 

With the Seller Dashboard, sellers now have a 
transparent, at-a-glance tool that will help them 
evaluate how their businesses are doing and let 
them manage their businesses more efficiently. 
By enjoying the same view as customer support, 
sellers have access to the same information eBay 
does, eliminating confusion and reducing the risk 
of sellers not knowing their eBay standing. With 
all this information in one place, says Lutwak, 
sellers will be able to take the action they need to 
improve their buyers’ experiences. -g.m. 
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NEW REGULATIONS CHANGE WHAT IT MEANS 
TO BE A GREAT SELLER-AND POWERSELLER. 

API | fjjfl standards received an overhaul 
OCLIXIl this year, becoming more stringent 
and encouraging sellers and PowerSellers to pro¬ 
vide the best possible service to their customers. 

Two key changes were made for all sellers to 
discourage bad seller behavior. First, listings ex¬ 
posure in eBay searches is decreased for sellers 
who have had high buyer dissatisfaction rates and 
low Detailed Seller Ratings, or DSRs, over the past 
30 days. Second, all sellers with a high buyer dis¬ 
satisfaction rate, who have feedback scores of less 
than too, or who list in five categories with higher 
buyer complaint rates (consumer electronics, com¬ 
puters, cell phones, video games and gift cards) 
will be required to offer a safer payment option— 
either PayPal or direct credit card payments to 
their merchant accounts. Sellers who continue to 
deliver high buyer dissatisfaction rates in succes¬ 
sive months risk permanent suspension from eBay. 

Changes have also been made to add greater 
meaning and impact to the PowerSeller icon. 
PowerSeller status is now based on DSRs: A seller 
must achieve and maintain a minimum score of 
4.6 in all four DSR criteria over a 12-month period 
to become a PowerSeller or remain in the program. 
The criteria are: 

1. DESCRIBING ITEMS ACCURATELY 

2. COMMUNICATING EFFECTIVELY WITH BUYERS 


buyer satisfaction,” says Todd Lutwak, senior di¬ 
rector of eBay’s seller development team. 

A very small percentage of sellers create a high 
percentage of dissatisfied customers. According 
to Jim Ambach, vice president of eBay’s seller ex¬ 
perience team, eBay considers a buyer dissatisfied if: 
■ THE BUYER LEAVES A 1 OR 2 DSR RATING ON ANY OF THE 


■ A SELLER GETS COMPLAINTS FROM BUYERS ABOUT ITEMS 
BEING "SIGNIFICANTLY NOT AS DESCRIBED" OR "ITEM NOT 
RECEIVED." 

■ A SELLER RECEIVES NEGATIVE OR NEUTRAL FEEDBACK FROM 
A BUYER. 

“If a seller has any of these activities in the past 
30 days, these will cumulatively count as dissatis¬ 
fied customers for that seller,” Ambach said in a 
recent statement. 

In the past, PowerSellers have only been required 
to have a certain level of sales and a 98 percent 
positive feedback rating. These criteria haven’t 
proven to be strong enough indicators that buyers 
will consistently have positive experiences when 
buying from PowerSellers. 

“The change benefits sellers because the better 
the experience they’re providing for buyers, the 
more they’ll reap the rewards,” says Lutwak. “The 
bar is set high because it’s matched with Power- 
Sellers who are already providing excellent cus¬ 
tomer service. So while it’s high, it’s achievable.” 
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lesson learned 

AFTER .A FEW BUMPS IN THE STARTUP ROAD, 
JACK KIM'S ELECTRONICS BUSINESS IS MORE 
SUCCESSFUL THAN EVER. BY NICHOLE t. TORRES 

W orking at an unsatisfying full¬ 
time job and selling part time 
on eBay wasn’t fulfilling to Jack Kim. 
The 35-year-old engineer by trade had 
an eye for electronics and a desire to 
be his own boss. Wanting to launch 
Brea, California-based GTG Elec¬ 
tronics Co. (eBay User ID: gtgdeals) 
full time in 2006, he enlisted the help 
of David Kim, 50, a customer he had 
worked with in the past. David pro¬ 
vided the capital to buy their first big 
lot of electronics, including computer 
parts and cell phones. 

Finding reliable sourcing partners 
was a huge startup challenge, as the 
pair faced a few instances of fraud. 
Those early experiences taught them 
to be extra diligent in their business 
relationships. “It was all part of a 
growing-up experience,” says Jack. 
“If a deal sounds too good to be true, 
99 percent of the time it is. [Now] 
we do background checks. We ask 
[wholesalers] for references.” 

GTG is one of more than 75,000 
eBay sellers in the Orange County, 
California, area. Local eBay sellers 
sold more than $636 million worth 
of goods in 2007, making Orange 
County the site’s sixth top-selling 
market in the country. 

This means a high volume of or¬ 
ders for GTG, so Jack, David and one 
employee work painstakingly in their 
2,ooo-square-foot warehouse. Reply¬ 
ing to questions and keeping up with 
feedback often takes up the evening 
hours at home. But with sales pro¬ 
jected to hit about $600,000 in 2008, 
Jack has no complaints: “eBay [is] my 
favorite place to sell.” ■ 

Out of the box: Jack Kim loves the freedom 
of eBay because "you don't have to worry 
about scheduled store hours." 
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how do you 
stack up? 

IF YOU'VE GOT SOMETHING TO 
SELL, YOU'RE SET. GET STARTED 
ON EBAY WITH THESE 5 TIPS. 

BY EILEEN FIGURE SANDLIN' 

I f you’re ready to launch your own 
retail business or start a little cot¬ 
tage industry to supplement your in¬ 
come, then you’ve come to the right 
place. eBay is a great place for entre¬ 
preneurs of all ambitions and mind¬ 
sets to sell whatever appeals to them 
without the hassle of having a brick- 
and-mortar facility, hundreds of thou¬ 
sands of dollars in inventory and a 
bunch of employees to sell it. 


But it takes more than just a good 
product to be a successful seller on 
eBay. It’s also important to have a 
basic understanding of this vast cy¬ 
ber marketplace and the tools that 
are available to help you make the 
most of the eBay experience. Here’s 
a step-by-step primer on what you 
need to know to get started: 

J UNDERSTAND YOUR CUSTOMER. 

Business schools teach 
students that they must 
understand every nu¬ 
ance of a sales market before ever 
launching a business. But when it 
comes to eBay, you can forget that 
sage bit of advice. “Everyone is the 
market on eBay; there is no single 
demographic to describe it,” says Jim 
“Griff” Griffith, dean of eBay Edu¬ 
cation. “Your customers are women 
and men. They’re young and old. 


They live in every country around 
the world, and they come from all 
economic backgrounds. So you don’t 
have to worry about demographics 
as long as you use the right key¬ 
words and item specifics to describe 
your item.” 

Those keywords and specifics are 
especially important if you’re plan¬ 
ning to sell items in a particular cat¬ 
egory. “For example, if you’re sell¬ 
ing maternity clothes, you’re not 
going to get a lot of 35-year-old men,” 
Griff says. “So choose your words 
carefully to attract the right buyer 
segment.” 

One thing you can do that may 
be even more valuable is browsing 
the completed listings in your mer¬ 
chandise category. There you’ll see 
how much merchandise has sold 
for, what items didn’t sell and what 
is currently active. This information 
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Change how you think about excess inventory and retired equipment 
forever by selling it the easy way, on eBay. No time? No experience? No 
problem. eBay offers two local resources to provide your business with the easy 
way to sell just about anything to millions of potential customers. Education 
Specialists will teach you how to sell and Trading Assistants will sell your items 
for you. And there’s one near you. 


trading 


eb f eo 


education 

specialist 


Learn how to make eBay selling even easier. Take a free 3-minute tour at http://www.ebay.com/sellmoretour. 
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can provide great insight when it 
comes to setting the prices for your 
own merchandise. 

I FIRE UP TOE FEEDBACK. Want 
I to know an easy way to 
I build business? Simply 
I offer exceptional cus¬ 
tomer service; then wait for the posi¬ 
tive feedback to roll in. 

Positive feedback is crucial for 
success on eBay because it signals 
to potential customers that you’re 
a reliable and trusted seller. After 
someone has purchased an item 
from you, he or she has the oppor¬ 
tunity to rate all aspects of the buy¬ 
ing experience, from the product 
itself to the speed with which the 
transaction was handled to the way 
you communicated with the cus¬ 
tomer. However, by the same token, 
if the experience wasn’t very good, 
the buyer can leave you a negative 
feedback rating, and too many of 
these can harm your chances of suc¬ 
cess on eBay. 

I BUILD A BETTER LISTING. 

I Your listing should have 
a descriptive title and 
an accurate, detailed 
product description, but it should 
be more than a simple rundown of 
product features. Your listing is an 
opportunity to promote both the 
item and your own business. “The 
goal in any business is to acquire and 
keep customers,” says Griff. “There’s 
a vast ocean of buyers on eBay and 
they form the foundation of your fu¬ 
ture business. So use your listing as 
an opportunity to instill loyalty in 
those buyers.” 

To that end, Griff recommends 
writing a short profile for your 
“About Me” page that’s linked to 
your merchandise listing pages to 
let buyers know a little about you 
and your business. “It’s like a com¬ 
mercial about yourself,” Griff says. 
He also advises creating a logo to 
brand your business. The idea is to 
differentiate yourself from other 


sellers so that customers come to 
know you by your brand. Also, al¬ 
ways make sure to cross-promote 
related items that you’re selling. 
For instance, if you’re selling dog 
sweaters in one listing, mention that 
you’re selling matching dog collars 
in another listing. (For more ideas on 
creating listings that sell, see “Scene 
and Be Seen” on page 24.) 

MAXIMIZE YOUR SALES. eBay 
offers a number of tools 
and features to help you 
maximize your sales. 
Pictures are one of the most im¬ 
portant tools you can use. Buyers 
want to inspect all sides of the item 
to assure themselves your product 
is what they want, and you’ll find 
that the more pictures you have in 
your listing, the more sales you’ll 
generate. You automatically get one 
free Gallery picture (which appears 
next to the item on the search re¬ 
sults page) with each listing, but you 
will want to add others. 

An eBay Store can also be a valu¬ 
able sales tool. By paying a monthly 
subscription fee, you can list many 
items for a longer period of time 
than you can with a standard listing. 
However, don’t open a Store until you 
are ready to manage many active list¬ 
ings. “It’s better to put up just an 
item or two and complete the entire 
transaction so you have a solid back¬ 
ground and experience as a seller,” 
says Griff. “The Store can come later, 
after you’ve been selling regularly 
for a while.” (For more about eBay 
Stores, see “A Place to Call Your 
Own” on page 46.) 

Other valuable eBay tools and fea¬ 
tures include highlighting devices— 
such as bold type and borders—that 
make listings stand out; multiple 
category listings, which allow the 
seller to list one item in two sepa¬ 
rate categories for extra exposure; 
Turbo Lister, which lets you list 
multiple items quickly; customized 
eBay blogs; and Selling Manager, a 
timesaving feature that allows you 


to manage all of your listings and 
sales activities in one place. 

PROMOTE SAFE SELUNG PRAC- 

eBay has numerous 
tools and procedures 
designed to keep both 
sellers and buyers safe. But ulti¬ 
mately, the responsibility for ensur¬ 
ing your own safety as well as your 
customers’ lies with you. Griff rec¬ 
ommends offering PayPal as a pay¬ 
ment option because it provides a 
high level of security for both the 
seller and the buyer, as well as buyer 
protection services that cover the 
buyer in case of loss. Both of these 
features have made PayPal the pre¬ 
ferred payment method on eBay. 
“You really can’t succeed on eBay 
without it,” Griff stresses. 

It’s also important to make sure 
everything you sell is legitimate and 
genuine. Certain items are prohib¬ 
ited on eBay (firearms, medical mari¬ 
juana and live animals, for instance) 
and listings for such items are ter¬ 
minated immediately. Counterfeit 
items, such as knockoff designer 
handbags and watches, are also ver- 
boten. “If something is of question¬ 
able origin, don’t even think about 
listing it,” says Griff. “Representa¬ 
tives from brand-name companies 
[work with eBay] and aggressively 
scan [listings] for fakes. Once they 
are reported to us, eBay takes those 
listings down and issues a warning. 
If it happens again, the seller is sus¬ 
pended.” 

No matter which tools and fea¬ 
tures you choose to use to launch 
and run your business on eBay, re¬ 
member to take it slow and refer to 
eBay’s considerable online bank of 
knowledge whenever you have any 
questions or concerns. “Don’t jump 
in and immediately try to use every 
tool eBay has,” Griff adds. “Have a 
plan for success and work your way 
up. You’ll know when it’s time to 
ramp up the business.” ■ 
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ADVERTISEMENT 



SUCCESSPROFILE 


It’s a Zipster! 

The New Way to eBay...Use the Service... 
Build a Business, with Zippi! 



clutter out. 
cash in. 



Don’t miss this opportunity to join the fastest growing 
business opportunity sweeping the nation and become a 
Zipster with Zippi. The company has developed a patent- 
pending system that streamlines the process of selling 
items on eBay, by providing an easy toll free hotline to 
turn “Clutter into Cash”. 

The market is definitely crying out for Zippi, and as 
eBay reports sales of more than $44 billion annually, 
with over 200 million people shopping on its site, the 
flow of items from sellers to purchasers has largely 
become new wholesale merchandise...and that’s where 
Zippi comes in. 

It’s estimated that the average consumer has more 
than $2,200 in eBay value just lying around the house 
taking up space, ready for the Zippi’s “Clutter 
Out...Cash In” revolution. As a member of the Zippi 
team, you’ll help people turn that clutter into 
cash...earning a commission on each and every sale, 
just for partnering with Zippi and connecting its hotline 
and automation system to you! 

Zippi’s revolutionary system means sale items are 
almost immediately accessible to the eBay community, 
and as a Zipster, you’re closer to pocketing your 


automated commission payments while Zippi manages, 
calculates, and pays the item owner directly. 

If you’re interested in helping your friends and 
neighbors rid themselves of clutter while adding a new 
income stream to your household, our Affiliate program 
is right for you. You’ll reap the benefits of our entire 
patent-pending system, which includes technologically 
advanced sales tools that eliminate paper and distribute 
sales proceeds to both you and your customers in a 
prompt, automated fashion. 

Find out how to leverage the power of the eBay 
Marketplace by building teams that pay you a residual 
income, save you time, and eliminate one to one 
competition! It will help you develop a team of sellers, 
all tracked and reported directly to you, as your residual 
monthly income grows and your work load decreases! 

Our passion is helping people take their careers, and 
their lives, to a whole new level of freedom and success- 
while also being very conscious of the environment through 
our “Clutter Out...Cash In” campaign to Recycle Across 
America! 

Please visit www.zippi.com/startup or call 
1-877-GO-ZIPPI for more information and to get a head 
start on a life changing opportunity! 
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can you hear 
me now? 

AUDIO AND VIDEO IN YOUR LISTINGS CAN 
INCREASE TRAFFIC AND SALES. NOW, THAT'S 
GOT A NICE RING TO IT. BY LINDSAY HOLLOWAY 

B obby Boyles has been selling gui¬ 
tars on eBay for seven years, but 
it wasn’t until 2005 that he made a small 
change to his listings that ended up 
making a big impact on his family- 
run business, Oklahoma Vintage Gui¬ 
tar (eBay User ID: brotherbobbyb). 

Being in instrument sales, Boyles 
felt that a key aspect of his product 
was missing from the listings: its 
sound. Using microphones from his 
Oklahoma City store, he recorded and 
uploaded a clip of him playing one of 
the store’s guitars. Sales of the fea¬ 
tured guitar jumped 40 percent, says 
Boyles, 52. “It gave people comfort 
buying online, because they could ac¬ 
tually hear the instrument. It also gave 
more credibility to my business.” 

So he started posting more clips. 

He even recorded a CD after cus¬ 
tomers requested his music. And in 
January, Boyles integrated video into 
one of his listings using Vzaar, an 
eBay-approved video host. He’s al¬ 
ready seen 30 percent more traffic, 
which could significantly boost his 
2008 sales projections of $3 million 
to $5 million. 

Including audio or video on your 
listing is tremendously valuable to 
customers, and the bonus is that 
it helps build relationships with 
buyers. “The customer’s comfort is 
very important,” explains Boyles. 

“That’s why video is so valuable. 

They see you, who you are and what 
you’re doing.” ■ 

To help sell his guitars, Bobby Boyles added 
sound and video to his eBay listings. "It's been 
a fabulous addition to our marketing." 
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scene and 
be seen 

GET YOUR LISTING IN THE 
SPOTLIGHT WITH PRODUCT 
VISUALS THAT SHINE AND OTHER 
STAR-STUDDED FEATURES. 


O n eBay, your product listing is 
the door through which pro¬ 
spective customers enter. So that’s 
where you have the chance to say, 
“Welcome! Thanks for stopping by. 
I’m going to do everything I can to 
impress you with my high-quality 
service and merchandise.” And it’s 
a critical aspect of successful eBay 
selling, says Jim “Griff” Griffith, dean 
of eBay Education and author of The 
Official eBay Bible. 

“Selling online has become very 
competitive,” points out Griff. “eBay 
sellers who want to keep their loyal 
customers and attract new buyers 
have to be able to compete in this 
marketplace by offering customer 
service as good as, if not better than, 
sellers in other marketplaces. That 
has to be the driving force behind 
any selling anywhere, especially on¬ 
line, and [even more so] on eBay.” 

A buyer might start searching on 
eBay because of the value and range 
of selection it offers, but they make 
their final purchase decision based 
largely on the impression they get 
of the seller—an impression that is 
created by the combined elements 
of the item listing. 

A great listing starts with the ti¬ 
tle; simple and focused is best, says 
Griff. Your title should consist only 
of keywords—that is, words shop¬ 
pers will search for. “Words that 
aren’t keywords would be things like 
describers, modifiers, adjectives, ad¬ 
verbs—anything that’s editorial,” he 
explains. “[Words] like rare, best, 
■wonderful and fantastic don’t mat¬ 


ter in your title. No one uses [them] 
to search. You can editorialize about 
the condition or your opinion of the 
item in your description, but don’t 
do it in your title.” 

Your title should include the name 
of the product, brand, model and 
size—words that someone shopping 
for that particular item will use to 
search for it. Don’t worry about try¬ 
ing to be cute, clever, creative or 
even grammatically correct; your 
goal for your title is to let shoppers 
know they’ve found what they’re 
looking for. 

Also, Griff says you should sepa¬ 
rate the keywords in your title with 
spaces only, nothing else. Exclama¬ 
tion points and other punctuation 
marks that you might think draw vis¬ 
ual attention to your item can ac¬ 
tually have a negative impact on the 


title’s effectiveness from a search 
perspective because they confuse 
the search software. 

Finally, do your homework before 
coming up with your title. Check 
out current and recently closed list¬ 
ings for similar items, see how the 
titles were written and study which 
listings got the highest number of 
hits and bids, advises Griff. “You’ll 
get some ideas about keywords that 
you may not have thought of for that 
particular item.” 

get creative 

Once your title has drawn a shop¬ 
per to your listing, your item de¬ 
scription needs to do the selling. 
Griff suggests thinking about what 
a buyer would want to know, and 
then answering all those questions 
in your listing. 
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How you present your item is as 
important as what you say about it. 
If your description necessitates in¬ 
cluding a lot of information, avoid 
writing lengthy paragraphs that are 
hard to read. Instead, use bulleted or 
numbered lists so the information 
[ can be scanned quickly. (eBay has 
easy-to-use tools that can help you.) 

Though it’s not possible to pro¬ 
vide too much information about 
the item, Griff says, it is possible to 
go overboard about your own terms 
of service. “Be brief and compre¬ 
hensive,” he advises. “Don’t put huge 
paragraphs of legalese in your list¬ 
ings; that drives buyers away. Your 
terms of service, which include your 
shipping, payment and return pol¬ 
icies, should be clear, easy to under¬ 
stand and come after the actual item 
description, not before.” 



a picture’s worth... 

Wondering how many pictures you 
should you include with your list¬ 
ing? “How many sides does your 
item have?” Griff says. “If it’s a flat 
piece of art that only has one side, 
maybe one picture is enough. If it 
has a back, front, sides, top and bot¬ 
tom, spend the extra 15 cents per pic¬ 
ture to show every side of the item. 
It provides a better experience for 
the buyer.” 

Photograph items against a neu¬ 
tral, plain background so all that’s 
shown is the item that’s for sale. 
Buyers don’t want to see the rest of 
your living room or the dirty dishes 
on your kitchen table. Any back¬ 
ground clutter only detracts from 
your product presentation. 

Avoid using a flash; it tends to 
wash out details and distort colors. 
Light your item with as much dif¬ 
fused natural or artificial light as is 
needed for clear pictures. 

If the item has a flaw, don’t hide 
it—show it in a picture and mention 
it in your description. “Sellers who 
are really smart actually feature the 
flaws in close-up photos,” says Griff. 
“Buyers love it because they can make 
an informed, confident decision.” 

promotional items 

Part of the appeal of eBay is that the 
site’s tremendous popularity virtu¬ 
ally guarantees that you’ll get expo¬ 
sure to prospective customers with¬ 
out doing anything accept listing 
items for sale. With that said, a lit¬ 
tle bit of promotion can go a long 
way toward increasing your profits. 

Griff says a key part of promoting 
yourself on eBay is to maintain high 
feedback scores and seller ratings. 
“In our new default search, sellers 
who have higher ratings are gener¬ 
ally given higher placement than 
sellers with lower ratings,” he says. 
The easiest way to maintain a strong 
rating is to provide buyers with ac¬ 
curate and honest descriptions, rea¬ 
sonable shipping charges and great 
customer service. 


When you list your items and are 
offered the opportunity to include 
Item Specifics, take advantage of it. 
This optional feature gives buyers 
the opportunity to make very tar¬ 
geted searches and gives them more 
information about your item. “A lot 
of sellers don’t want to bother with 
this, but not using Item Specifics can 
be a disadvantage when it comes to 
how your item is placed in search 
results,” says Griff. The layout and 
information included in Item Spe¬ 
cifics varies by category. For exam¬ 
ple, Item Specifics in an apparel cat¬ 
egory would relate to size and style, 
but for music CDs, it would be genre 
and condition. 

If you have a lot of items for sale, 
consider an eBay Store, which allows 
you to use built-in cross-promotional 
tools. Your individual listings can 
also drive traffic to your store and 
increase your total sales. 

Of course, you may link to your 
eBay listings from any non-eBay site 
where you have a presence. If you 
do this, consider joining eBay’s af¬ 
filiate program so you can earn a 
commission by directing people to 
eBay from your non-eBay site—even 
if they don’t buy your products. For 
details about the program, visit ebay 
partnernetwork.com. 

Finally, keep in mind that no mat¬ 
ter how great your listing is, if the 
product is not in demand and not 
selling in other venues, it might not 
sell on eBay. Griff says successful 
sellers study trends, anticipate mar¬ 
ket changes and manage their in¬ 
ventory and sales efforts accord¬ 
ingly—they don’t assume that any 
success they have experienced in the 
past will continue indefinitely with¬ 
out change. Successful eBay listings 
feature products people want to buy 
from sellers who know how to pres¬ 
ent those items in their best light 
and then consistently provide su¬ 
perior customer service. ■ 

JACQUELYN LYNN (jacquelynlynn.com) is the author of 
The Entrepreneur's Almanac and co-author of Make 
Big Profits on eBay. 
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S ometimes it snows in Albu¬ 
querque, New Mexico, dur¬ 
ing the holidays and some¬ 
times it doesn’t, but there’s 
one thing Chris Padilla, 31, and Shan¬ 
non Jacques, 34, can always count 
on: It’ll be the busiest time of year 
for their business on eBay and their 
retail drop-off store. “When it comes 
to holiday selling around here, it’s a 
huge push of people coming in,” says 
Padilla, whose business, E-SelLjDollars 
(eBay User ID: e-selLpiollars), has 
weekly sales of between $6,000 and 
$9,000. 

Padilla also knows that the holi¬ 
days are a make-or-break time, be¬ 
cause that’s when push really comes 
to shove. Every one of the thousand 
details that come with running a busi¬ 
ness on eBay becomes more critical 
than ever, from carrying the right prod¬ 
ucts to making sure orders get to 
last-minute gift-givers in time. “Ship¬ 
ping is crazy,” Padilla says. “If you 
have 300 to 400 packages going out 
and you have to have them out in a 
couple of days, it can be a challenge.” 

recovery time 

* SEILER'S SECRET TO SURVIVING THE HOLIDAY RUSH 

Holiday selling requires stamina, commitment and, for 
many sellers, the hope of a chance to rest after it's 
all over. That's why Albuquerque, New Mexico, seller 
Chris Padilla (eBay User ID: e-sell4dollars) includes a 
post-holiday recovery period in his plans for making 
the most of the year-end season. "We get so busy that 
everybody's working late nights, and we have people 
working overtime," he says. "It's a nuthouse when it 
comes to Christmastime." 

Padilla starts the recovery period by making sure all 
his employees are off for the actual holiday, which 
means his store closes Christmas Eve and everyone 
goes home except him and his partner. But before 
that, they throw their annual party and distribute bonus 
checks. The store then closes for one week. No one 
but the owners will be back at work until a day or 
two after New Yeafs-and the two of them stay close 
by their laptops all week to make sure online customers 
are tended to. 

Taking time off to be with their families after the 
round-the-clock pressure of the holidays is an essen¬ 
tial part of being ready to do it again next year. "The 
Christmas rush," Padilla says, "is only before Christmas." 
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Preparation is the key to surviv¬ 
ing and prospering during the holi¬ 
day madness. “Like anything else, 
luck favors the well-prepared,” says 
Todd Lutwak, eBay’s senior direc¬ 
tor of seller development. “The 
more you think about this and the 
earlier jump that you get, the bet¬ 
ter off people usually are.” 

Early Birds 

One seller’s early start may look like 
a late start to someone else. Barry A. 
Goldblatt, owner of Epowemgo Inc. 
(eBay User ID: epowemgo) in Plano, 
Texas, reached PowerSeller status 
only three months after starting on 
eBay. Goldblatt, who’s been selling 
online through other channels for 
years, says January is not too soon 
to begin preparing for the year-end 
holidays. In January, conventional re¬ 
tailers liquidate unsold inventory at 
steeper discounts than at any other 
time of year. So shortly after New 
Year’s Day he’s not just thinking 
about what he’ll sell during the next 
holiday season, he’s actually buying 
inventory. “The only way you [can] 
compete is to go to other sellers and 
retailers and pick up what they’re 
dumping after a big season,” says 
Goldblatt, 59. 

For other sellers, clearing the 
shelves may assume more impor¬ 
tance than stocking them. Padilla, 
for instance, has to clear space in his 
drop-off location for the flood of 
items customers bring to him to sell 
over the holidays. While clearing 
space is important, it doesn’t require 
starting a year in advance. “Usually, 
we’ll start preparing the store the 
month before the holidays,” he says. 

You can decide when to start prep- 
ping by coordinating your schedule 
with the holidays you are serving. 
“Know the calendar and work back¬ 
ward,” Lutwak says. “Know when 
things like Hanukkah are, and go 
15 or 20 days back.” That amount of 
time should give you the opportu¬ 
nity to get your items listed, com¬ 
plete the listings, receive payments 


and ship the items for delivery be¬ 
fore the holiday in question, he says. 
“During the holiday season, buyers 
are incredibly sensitive to delivery 
times,” he adds. “So you’ve got to work 
from those days backward.” 


You may want to start working 
even earlier to make sure all your 



systems are tuned up for the ex¬ 
pected rush. For instance, design 
holiday listing templates well ahead 
of time so you’ll be able to quickly 
place items for sale when the time 
comes. Padilla creates templates 
featuring holiday-themed decor, 
such as Christmas lights. 

Earlier still, begin building inven¬ 
tory so you won’t run out of hot 
items just when demand peaks. It’s 
important to purchase inventory at 
an economically feasible price, but 
you can’t buy something just be¬ 
cause it’s cheap. Before acquiring any 
inventory, Goldblatt checks eBay list¬ 
ings to see how many other sellers 
offer the same or similar items. “If 
you’re not careful, you’ll buy some¬ 
thing that 20 or 30 other people are 
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already selling on eBay,” he says. “Then 
you can only compete on price.” 

Lutwak suggests paying attention 
to your own shopping experiences 
when deciding what to stock for the 
holidays. Start buying for your gift 
list as early as you can and take 


Best Practices 

Good listing practices always carry 
great relevance, and the holidays 
are no exception. “The standard 
listing best practices apply: Write 
a great item title, use the proper key¬ 
words, have a great picture,” Lut- 


popular products developing. Those 
items might be good candidates for 
your own eBay sales. “If you’re hav¬ 
ing trouble finding quantities in Oc¬ 
tober, it’s a pretty good indication 
that come the holiday season, that 
stuff might be even more scarce,” 
Lutwak says. 

While looking for mass-produced 
goods that are inexpensive or in high 
demand, keep a sharp eye out for 
products that are always in short 
supply. “Look for the magic eBay 
buzzwords —limited edition, exclu- 
5 sive and so on,” Lutwak says. When 
o you have something truly rare or 
I even one-of-a-kind, what you paid 
3 for it assumes much less importance, 
i and competition from other sellers 
£ becomes almost irrelevant. 


pie quantities, using a listing subtitle 
is a good idea. And be concise. Give 
the buyer all the information they 
need to make a purchase decision 
without scrolling.” 

Some other practices come into 
play at the holidays. As one pos¬ 
sibility, Lutwak suggests adding gift- 
giving recommendations. A listing 
for a toy, for instance, might de¬ 
scribe it as a great gift for both boys 
and girls ages 5 and under. “During 
the holiday season, people are shop¬ 
ping for others and not really them¬ 
selves,” he says. “It’s really good to 
say, ‘This is a great gift for the man 
who has everything,’ and that sort 
of thing.” 

Goldblatt sets up gift-giving cat¬ 
egories on his site and tries to write 


titles for them that sizzle. For ex¬ 
ample, he picked “Palm Pilot Riot” 
for a category consisting of items re¬ 
lated to Palm Pilot handheld com¬ 
puting devices. He takes time to shoot 
extra-sharp pictures and packs more 
of them into his listings than at other 
have just a few seconds 
to get somebody’s at¬ 
tention,” he says. “If it 
takes more than a few 
seconds to find some¬ 
thing they want, you’ve 
probably lost them.” 

Descriptions also be¬ 
come more detailed. “If 
somebody’s buying a 
gift, they want to know 
everything about it,” 
Goldblatt says. “Was it 
new in the box? Was it 
properly stored? We try 
to answer every ques¬ 
tion that we can with¬ 
out being so verbose 
that the customer won’t 
read all of it.” 

Timing is everything 
during the holidays— 
more so than at other 
times of the year. While 
most sellers use the con¬ 
ventional seven-day list¬ 
ing, they may leave list¬ 
ings up for fewer days as the gift-giving 
days get closer to make sure listings 
will be completed in time for payment 
and shipping. Alternatively, Padilla 
says, sellers will use 10-day auction- 
style listings for special items to give 
bidders plenty of time to submit their 
offers. He’ll create listings as short as 
one day for things like tickets for 
events that are taking place very soon. 


Standing Out 

Creating effective listings isn’t the 
only move eBay sellers can make to 
rise above the crowd of sellers that 
appears during the holidays. Stand¬ 
ing out starts with knowing who you 
want to stand out to, says iRebound 
owner Pedro Rivarola (eBay User ID: 
pjcrn), who sells about $1,500 worth 
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of exercise equipment on eBay 
each week. “I have a profile of my 
buyers,” says Rivarola, 58. “Most 
of them come from California, and 
most are women between [their] 
late 30s and late 60s. So I need to 
have that in mind.” 

Having an accurate customer 
profile comes in handy when ex¬ 
ecuting strategies that are de¬ 
signed to help you stand out. For 
instance, offline advertising is a 
key component of many holiday- 
season selling plans. Rivarola mails 
post cards and catalogs to addresses 
he’s collected from past customers 
and can use the profile data he’s 
created to identify lists of other 
likely customers. 

To encourage people to give him 
a try, Rivarola offers free goodies 
such as T-shirts to people placing 
orders. “I need to give away some¬ 
thing,” he says. “I need to make 
them believe that they’re [getting] 
a great deal by buying my prod¬ 
uct.” Don’t forget your eBay sta¬ 
tus when you’re looking for a way 
to stand out with offline ads. Ri¬ 
varola includes his PowerSeller 
status, positive feedback rating and 
Detailed Seller Rating comments 
on his postcards and other mailers. 
“They will trust that because eBay 
is a reputable company, and my 
feedback is 100 percent positive,” 
he says. 

Direct mail isn’t the only chan¬ 
nel you can or should use to bring 
buyers to your listings. “We do a lot 
of advertising through the local pa¬ 
per, and we do advertising online,” 
Padilla says. “We are also all over 
the Yellow Pages, which has worked 
out for us. If people are looking in 
the collectibles and antiques catego¬ 
ries there, they’ll find a color ad with 
our name on it.” 

If shoppers are searching for gifts 
on eBay, they are often looking for 
hard-to-find items not available in 
their local stores or, even more fre¬ 
quently, for affordable prices—de¬ 
pending on the category and spe¬ 


cific item. Goldblatt believes good 
pricing starts with good buying. “I 
have this idea that there needs to be 
a 4 to 1 ratio between what an eBay 
seller could buy something for and 
successfully sell it vs. what a stan¬ 
dard retailer could do,” he says. This 
means that if an item retails for $10, 
for example, an eBay seller has to 
get it for no more than $2.50 to be 
able to reliably sell it for a profit. 

The holidays are also a good time 
to go beyond the auction-style list¬ 
ing format, Lutwak says. That’s be¬ 
cause shoppers may be in a hurry 


and therefore uncomfortable with 
the delay and uncertainty of an auc¬ 
tion. These buyers want other shop¬ 
ping formats such as Buy It Now so 
they can move on to the next item 
on their shopping list. “I’m not telling 
people not to sell in the auction for¬ 
mat,” he says. “But that time of year 
is a good time to also sell in another 
[format], such as Fixed Price.” 

Another way to approach pricing 
is to use the Best Offer feature on 
Fixed-Price listings. “It’s a great fea¬ 
ture on eBay, and we’ve enhanced 
it this year,” says Lutwak. Best Offer 
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allows you to auto¬ 
matically accept an 
offer over a speci¬ 
fied amount. “Say 
you have a product 
you sell for $100,” 
says Lutwak. “You 
can tell the system, 
I’ll accept any offer 
over $94. If someone 
makes an offer of 
$97, it’ll say go.” 

One time you’ll 
want to go with an 
auction-style listing 
is when you have a 
hot item that’s sure 
to draw attention from 
many motivated bid¬ 
ders. However, take 
care not to set the bid 
floor too high. “Peo¬ 
ple on eBay don’t like 
auctions that start 
off too high,” says 
Padilla, who urges 
his clients to set bid 
prices at no more 
than $9.99 for almost 
everything. 

Your customers 
won’t like every¬ 
thing they buy, of 
course, and some¬ 
times they’ll want to 
return items. When 
that happens, most 
sellers who have a 
perfect feedback rat¬ 
ing have a no-questions-asked pol¬ 
icy. “If they don’t get it or it gets 
there broken, we don’t argue,” says 
Goldblatt. Instead, they apologize 
and offer to replace the item at no 
cost—including shipping—or they 
immediately issue a credit. “We try 
to make it as simple as possible,” he 
says. “There’s probably no way to 
maintain 100 percent positive feed¬ 
back ratings as we get bigger, but 
our goal is to do that for as long as 
possible.” 

Clearly, Padilla offers great cus¬ 
tomer service: He has sustained per- 


ratings ready 

HOW GAN YOU SCORE BETTER HOLIDAY SALES? MAKE SURE YOUR FEEDBACK IS IN TIPTOP SHAPE. 

Any seller who enters the holiday season with a less-than-sterling feedback rating is courting 
disappointment. That's why Todd Lutwak, eBay's senior director of seller development, says 
cleaning up your rating should be a top priority when it comes to gearing up for the holidays. 

This year, eBay offers the new Detailed Seller Ratings, or DSRs, which break out four specific 
features of customer sen/ice and request ratings on each of them. "When your minimum DSR 
is above 4.6, you get promoted in search on eBay," Lutwak says. "It's enhanced visibility." 

And, says Lutwak, sellers with high DSRs may also qualify for discounts on fees. "This is the 
first year that eBay has discounts," he says. "PowerSellers that get over a 4.6 DSR get a 5 per¬ 
cent rebate on their Final Value Fees. For PowerSellers with a 4.8 DSR, there's a 15 percent re¬ 
bate off of Final Value Fees." And those with a 4.9 DSR receive a 20 percent rebate. 

Assuming you already offer good customer service, boosting your DSR can be as simple 
as asking for it from your buyers when you e-mail confirmation that an item has shipped. "Say 
that you've gone ahead and left feedback for them," Lutwak says. 'Then ask them [to] leave 
feedback for you and fives on the DSRs. Add that if they have a problem, [they can] call this 
number or e-mail." 


feet feedback ratings on more than 
5,000 transactions. He also does not 
change his policies during the holi¬ 
days. “We always try and keep firm 
on our return policies,” he says. “We 
say everything is sold as-is. How¬ 
ever, if we ever get a buyer who has 
a concern or is not satisfied, we al¬ 
ways try to offer other options. We’ll 
get them to send it back and we’ll 
replace it if it’s something we have 
more than one of. We really try to 
work with them.” 

Shipping for Success 

Working with customers during the 
holidays means making sure they 
get their purchases in time to give 
as gifts on the appropriate day. For 
this, Goldblatt emphasizes shipping 
items as soon as possible. “Typically, 
if someone orders in the morning, it 
ships that afternoon,” he says. “If it’s 
ordered in the afternoon, it ships the 
next day. We ship Priority Mail, which 
is reasonably fast.” 

Rivarola offers express shipping 
as an option during the holidays, but 
few take advantage of it because of 
the cost—his trampolinelike re¬ 
bounders weigh 37 pounds, which 
means rapid shipping costs a lot. 
“We can do it, but it will be quite ex¬ 
pensive,” he says. “And we cannot 
just give [express shipping] to them 
for free unless we raise the price.” 


Speaking of costs, this year ship¬ 
ping is going to cost more across the 
board than it has in the past, Gold¬ 
blatt says. He and other eBay sellers 
have all had to cope with higher 
prices from their shipping suppliers 
as fuel costs have climbed. The pre¬ 
ferred coping strategy is to pass it on 
to customers, despite the occasional 
complaint. “We can’t take a hit on 
shipping,” he says. “We have to sell it 
for what it costs us to ship and pack.” 

Fortunately, there’s one solution 
to shipping and packing conundrums 
that doesn’t cost a penny: Include 
clear, honest and detailed shipping 
information in every listing. That’s 
especially important during the time- 
strapped holidays, Lutwak says. Pa¬ 
dilla likes to use a table or matrix 
showing the date items need to be 
purchased by for them to arrive for 
the holiday. “We push that to make 
sure buyers know when they have 
to get their item paid for if they want 
to have it in time,” he says. 

Tables and matrices don’t work so 
well when it comes to international 
shipping. The vagaries of customs pro¬ 
cedures in different countries mean 
shipments can be unexpectedly and 
unavoidably held up, Padilla says. 
“With international shipments, it’s 
hard to fully guarantee anything, be¬ 
cause it’s so dependent on the cus¬ 
toms offices.” 
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BLU-RAY MOVIES 




Despite the reliability issue, Lut- 
wak urges sellers to offer interna¬ 
tional shipping. New shipping fea¬ 
tures on eBay make it easier than 
ever to print labels and obtain dis¬ 
counts from shippers for interna¬ 
tional deliveries. And de¬ 
pressed U.S. currency 
valuations make U.S. 
sellers more com¬ 
petitive than ever 
to shoppers in 
other countries, he 
says. Also, interna¬ 
tional shoppers al¬ 
ready represent a big 

hot stuff 

EBAY'S PICKS FOR THIS YEAR'S TOP-SEUING GIFTS 
Each year has its Tickle Me Elmo and other must- 
have gifts. But the specific products that end up be¬ 
coming hot each year are different and unpredict¬ 
able. With that unpredictability in mind, here is eBay's 
preliminary list of hot items for the 2008 holiday 
season: 

A BLU-RAY MOVIES 

A CLOTHING AND ACCESSORIES: Abercrombie & Fitch, 
Affliction, Banana Republic, Diesel, Ed Hardy, Juicy 
Couture, The North Face, Oakley 
A DIGITAL CAMERAS: SLRs and 10 megapixel and up 
point-and-shoots 
A E-BOOKS 

A GOLF CLUBS AND ACCESSORIES: Nike, Ping, Titleist 
A GPS: Garmin Nuvi, TomTom 
A HANDBAGS: Coach, Dooney & Bourke, Juicy Cou¬ 
ture, Vera Bradley 

A HD CAMCORDERS 

A HOME AUDIOVISUAL: 46-inch and larger HDTVs, Sling- 
box, Sonos Digital Music System 
AiPODS AND ACCESSORIES 
A LAPTOPS: MacBook Pro or MacBook Air 
A MOVIE TOYS: Harry Potter, High School Musical, The 
Incredible Hulk, Indiana Jones, Iron Man 
A SHOES: Nike, Nine West, Steve Madden, Ugg 
A SMARTPHONES AND BLUETOOTH HEADSETS: BlackBerry, 
iPhone, Jawbone, Nokia, Sidekick 
A VIDEO GAMES: Nintendo Wii, PS3, Xbox 360 


market. Says Lutwak, “During the 
last holiday, I had certain electron¬ 
ics sellers tell me that more than 
50 percent of the business was inter¬ 
national business.” 

No matter where they come from, 
shoppers always like to save money 
on shipping. Padilla leverages that 
love of discounts by offering re¬ 
duced shipping on multi-item pur¬ 
chases during the holiday season. 
“A lot of Stores won’t do that be¬ 
cause it requires a lot more work,” 
he says. “But we see an increase 
n sales when we do. If [cus¬ 
tomers are] looking through 
your Store and you offer 
combined shipping, they’ll 
look for something else they 
can buy so they can save on 
shipping.” 

Service Counts 

Even offering truly remarkable sav¬ 
ings may not help if customer serv¬ 
ice falls short. And good customer 
service is largely just a matter of be¬ 
ing ready and willing to communi¬ 
cate with customers about what 
concerns them, says Rivarola. “When 
you understand the issues of others 
and you are behind your product 
whatever happens, you say, ‘Call me 
anytime, and I will solve it, what¬ 
ever it takes,’ ” he says. “That’s real 
customer service.” 

Sometimes during the holiday 
rush, sellers mistakenly try to take 
shortcuts on answering questions, 
especially when they’ve made extra 
efforts to write listings that answer 
almost any conceivable question, Lut¬ 
wak says. He points out that many 
holiday shoppers have never done 
business with you or even on 



SLINGBOX 



individual is behind that list¬ 
ing. “Answering questions quickly 
is always a really good best practice,” 
Lutwak says. “Often when buyers 
see you answer a question, you’ll 
see a bid or purchase.” 

After a purchase, it’s a good idea 
to send out a comprehensive e-mail 
announcing that the product has 
shipped, thanking the customer for 
the purchase and prompt payment, 
and providing other information 
such as tracking numbers and ex¬ 
pected delivery dates. Rivarola goes j 
even further than that, mailing a 
handwritten thank-you note to 



every customer. “It takes a little 
more time,” he says, “but that’s the 
way it should be.” 

Goldblatt regards the opportunity 
for this kind of after-sale follow-up 
as one of the best fea- 
tures of the holidays. 

Sure, the end of 
the year a criti- 

cal period for all T#** - 

kinds of sellers, not 
just those on eBay. But JAWBONE 
most, if not all, sellers i 

hope to be in business for well be¬ 
yond this holiday season. So Gold¬ 
blatt aims to take advantage of the 
extra traffic to drive more than this 
year’s sales. 

“It’s a time when we get a lot more 
visitors, and we know that,” Gold¬ 
blatt says. “So we’re also using it to 
build business for succeeding years 
and get more people to connect to 
us via the mailing list. That’s really 
where we’re headed.” ■ 

MARK HENRICKS writes on business and technology 
for leading publications and is author of Not Just a Living. 
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SAVVY EBAY SELLERS CO THE EXTRA 
MILE TO SATISFY CUSTOMERS. 

BY EILEEN FIGURE SANDLIN 


EBAY STARTI 


The enthusiasm he has 
for his products makes 
Jordy Geller a shoe-in 
with shoppers. 


JUST DO 
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J ordy Geller, 31, was receiving 
thousands of e-mails a day from 
prospective buyers of the authentic 
Nike sneakers he sells on eBay, and 
most of the questions were the same. 
He knew he had to do something to 
manage the avalanche of e-mails. So 
he thought like a customer and 
drafted answers to customers’ fre¬ 
quently asked questions, which he 
posted on his eBay “Me” page, then 
cut and pasted them into his e-mail 
responses. It worked like a charm, 
and it helped make this lawyer- 
turned-eBay seller’s San Diego-based 
company, Sneak’s Kicks, (eBay User 
ID:authentic_sneaker_powerseller) 
into a $1 million business. 

Thinking like a customer, as Geller 
did, is the key to running a success¬ 
ful business on eBay. The market¬ 
place is wide open for sellers of every¬ 
thing from iPods to Igloo coolers. 
But it’s those sellers who consider 
what their customers want most, 
then strive to satisfy them without 
reservation, who will be most suc¬ 
cessful—and not just because of the 
payments that subsequently land in 
their PayPal accounts. Rather, pro¬ 
viding good customer service gen¬ 
erates repeat buyers and coveted 
word-of-mouth marketing that you 
can’t buy at any price. 

“What people say about the level 
of customer service and satisfaction 
you offer will determine how much 
success you have in the future,” says 
Jim “Griff” Griffith, dean of eBay 
Education and the online giant’s resi¬ 
dent customer service guru. “There’s 
an enormous stream of customers 
to your marketplace on eBay, but if 
you don’t provide basic customer 
service and stand behind your mer¬ 
chandise, you’re building failure into 
your business, and it will only be a 
matter of time before you’re out of 
business.” 

play the angles 

One of the easiest things you can do 
to ensure customers are satisfied 
with your merchandise is to describe 
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items fully and note any flaws or 
broken parts, if applicable. If writ¬ 
ing isn’t your strong suit, get some 
help writing the copy, or create a 
simple bulleted list of points that 
touches on all the important infor¬ 
mation about your merchandise. 
This might include size, color, age, 
condition and so on. Think about 
what you’d want to know about the 
item if you were purchasing it your¬ 
self, and include all those points in 
your description. 

It’s also important to include as 
many photographs as possible in 
your listing. eBay gives you one free 
Gallery photo with each listing, but 
that’s often not enough to depict the 


merchandise adequately. Showing 
the product from many angles is the 
best way to make sure your cus¬ 
tomers know exactly what they’re 
getting and ensure that there won’t 
be any surprises later. 

One eBay seller who is passionate 
about full product disclosure is 
David Nichols, 43, co-owner with 
Monty Day, 51, of Dallas-based Na¬ 
tional Wholesale Autos (eBay User 
ID: dta76ii4>. Nichols photographs 
every vehicle he lists, ranging from 
autos and trucks to commercial ve¬ 
hicles, snapping pictures from every 
conceivable angle and in minute de- | j 
tail. As a result, his listings typically | 
have an average of 60 photos. He is 5 


Cindy Locke is willing to bend her policies and eat up some costs if it means making a bridal 
customer happy. "If something is wrong. 111 fix it or she'll get her money back, period." 
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so serious about keeping his prospec¬ 
tive customers fully informed that 
when he broke both of his legs a few 
years ago, he continued snapping 
away from his motorized wheelchair. 

Nichols is so confident that cus¬ 
tomers will be happy with their pur¬ 
chases that he offers what may seem 
like an astonishing satisfaction guar¬ 
antee. “If customers fly into Dallas 
and find out the vehicle isn’t what 
they were told it was, I’ll buy their 
plane ticket home,” he says. “I may 
not be the cheapest dealer on eBay, 
but my customers know they’re buy¬ 
ing a better product and that they’re 
making an informed decision.” 

Obviously, his strategy works. Na¬ 
tional Wholesale Autos, which was 
founded in 2003, moves an average of 
15 cars a month, in addition to other 



types of vehicles, and projects 2008 
sales of $2.7 million. (For more on 
how to create great listings, see 
“Scene and Be Seen” on page 24.) 

give as good as you get 

As a new seller on eBay, you may 
never have to go to those lengths to 
guarantee satisfaction, but at the 
very least you should offer a refund 
of the purchase price, less the ship¬ 
ping charge (a reasonable conces¬ 
sion buyers can accept), or allow 
customers to exchange merchan¬ 
dise. If you adopt a no-returns pol¬ 
icy, you’re sending the wrong mes¬ 
sage to your customers—a message 
that can be very damaging to your 
business in the long run. 

“A money-back guarantee differ¬ 
entiates good sellers from the others,” 
Griff says. “When you don’t offer a 
satisfaction guarantee, you’re say¬ 
ing that even the person who owns 
the item now—that’s you—doesn’t 
have confidence in it. And if you’re 
not confident about the product, 
how can you expect someone to 
shop with you?” 

Adopting a no-returns policy can 
also cause you to lose repeat busi¬ 
ness, as the author of this article 
can personally attest to. I purchased 
a 1925-S Indian head nickel for my 
ccfn collection from a seller whose 
listing contained a photo only of the 
obverse, or front, of the coin. Be¬ 
cause the “S” mint mark on the back 
of the coin was nothing more than 
a blob, I politely inquired about an 
exchange and was told that the $15 
sale was final. By contrast, a differ¬ 
ent seller of Indian head nickels 
willingly, courteously and pleasantly 
refunded my money on a pair of 
nickels that didn’t please. You can 
easily guess who I’ll purchase from 
again in the future. 

“You’ve spent money and time ac¬ 
quiring your buyers, so why would 
you so aggressively turn them away 
from your store and create your 
own personal detractors by refus¬ 
ing to refund the purchase price?” 


people pleasers 

Sometimes it's the little things that can make the dif¬ 
ference between a sale and a cyber flyby. For in¬ 
stance, introducing yourself to prospective customers 
can have a big impact on their decision to buy from 
you. People like to know whom they're dealing with, 
so put a few details about yourself and your product 
in your "Me" profile page, and if you're so inclined, 
upload your photo, too. (Check out Jordy Geller's al¬ 
ter ego, Sneak, on his "Me" page at eBay User ID: 
authentic_sneaker_powerseller.) Not convinced about 
the power of personal information? Just think about 
the 15 minutes of fame people who post outrageous 
videos on YouTube instantly earn, or the career that 
Jared Fogle gained through his Subway commercials. 
You can also start a blog about your products on eBay 
to get customers fired up and ready to buy. 

Another way to create instant buzz and buyer 
goodwill is to give customers more than they're 
expecting. If you're selling collectibles, for example, 
throw in another inexpensive collectible item, maybe 
something you haven't been able to sell or are over¬ 
stocked on. (It's a plus if the item is in a different 
product category from the purchase; you might be 
able to interest the customer in making future pur¬ 
chases.) One artist we know of includes a few sheets 
of hand-painted stationery and a matching envelope 
as a gift with his oil paintings. That kind of sen/ice 
makes you memorable, creates repeat business and 
results in referrals, all of which can add up to big 
bucks for your business on eBay. 

Griff asks. “That’s not a smart move, 
businesswise.” 

Sometimes it pays to take this pol¬ 
icy of complete customer satisfac¬ 
tion one step further, as Cindy Locke, 

38, has done. The owner of My One 
Stop Bridal Shop (eBay User ID: 
zazasonestopbridalshop) in Ladera 
Ranch, California, which had 2007 
sales of $240,000, has a 14-day return 
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David Nichols (I.) and Monty Day show car buyers everything they need to see to make a decision. 


policy, but she frequently bends the 
rule for brides who put aside the mer¬ 
chandise they purchased from her eBay 
Store until just before the wedding, 
and then notice there’s a problem. 

“I cringe when something is not 
right for a bride, who can become 
panicked when she thinks she’s stuck 
with the wrong thing,” Locke says. 
“If something is wrong, I fix it, or 
she’ll get her money back, period. 
I’d rather have a happy bride even if 
I have to eat some of the costs.” 

In addition, even though many tra¬ 
ditional wedding product retailers 
view brides as one-time customers, 
Locke knows they’re not. “We get a 
lot of referral business from our cus¬ 
tomers,” she says. “Once they’re happy 
with their purchase, they’ll tell the 
other 50,000 people they know, [and 
they in turn will] look at our feed¬ 
back and feel good about buying 
from us.” 

nurture your incoming feedback 

Speaking of feedback, this is one of 
the most powerful tools you have 
at your disposal to create positive 
buzz. Your feedback is a direct re¬ 
flection of the excellent customer 
service you offer, and it will help 


you build trust with both current 
and new customers. “You should 
consider every feedback a grade on 
your report card,” Geller says. “You 
want customers to come back, and 
[to] tell their friends about you. So 
build up your feedback to create 
credibility. This is crucial. Having 
more than 22,000 positive feedbacks 
definitely separates me from some¬ 
one just starting out.” 

It also helps to view negative 
feedback philosophically rather 
than lashing out at disgruntled cus¬ 
tomers. “The last negative feedback 
rating I received was from a buyer 
in Oregon who bought a big van 
around Christmastime,” Nichols 
says. “It arrived late because of fac¬ 
tors I couldn’t control, like a snow¬ 
storm, plus I don’t own the trans¬ 
portation company that was hired 
to deliver the vehicle. Unfortu¬ 
nately, the feedback is there on my 
record permanently, but I can say I 
did everything I could to make the 
customer happy.” 

go the extra mile 

When you’re driving toward eBay 
success, you may discover that offer¬ 
ing additional services will increase 


customer satisfaction and ultimately 
steer your business toward big sales. 
That’s been the approach taken by 
Justin Eveloff, 25, co-owner with his 
brother, Josh, 29, of The Internet Car 
Lot (eBay User ID: theintemetcarlot), 
an Omaha, Nebraska-based seller of 
boats, motorcycles, classic cars, ATVs 
and other wheeled vehicles. ‘We have 
two sets of customers—buyers and 
sellers—and we cater to both,” Justin 
says. “We pick up buyers at the air¬ 
port or train station for free, book ho¬ 
tels, help find cheap flights and take 
them to the bank to wire money. 
We’ve done everything except put 
mints on their pillows and turn down 
their beds. We also chauffeur sellers 
around the city to make the deal, in¬ 
cluding taking them to work. Then 
we don’t just hand over the keys to 
buyers; we also educate them about 
the vehicle so they’re comfortable.” 

This extreme customer service 
strategy has been hugely successful 
for the Eveloffs, who say they didn’t 
need to do “an ounce of advertis¬ 
ing” to earn 2007 sales of $4.2 mil¬ 
lion, which included sales to cus¬ 
tomers as far away as the United 
Arab Emirates. 

love what you sell 

Although you can choose to sell 
practically anything on eBay, it’s 
easier to stand behind a product 
you really love because you can tap 
into the knowledge you have about 
the product to promote it, and be¬ 
cause your enthusiasm will com¬ 
municate itself to customers. One of 
Geller’s satisfied customers wrote 
in his feedback entry, “I love the 
shoes so much, I’m going to wear 
them to church.” Geller can relate: 
The man who says he has “swooshes 
around my heart” got married in 
Nikes and had a Nike shoe-shaped 
cake at his wedding reception. “I 
love Nikes, and it shows,” he says. 
“You don’t have to jump through 
flaming hoops to satisfy your cus¬ 
tomers as long as they know you 
stand behind your products.” ■ 
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talk the talk 

IF YOU'RE GOING TO BE A HIT 

ON EBAY, YOU'D BETTER GET 

FAMILIAR WITH THESE TERMS. 

ABOUT ME: An eBay page that you cre¬ 
ate for free to tell your customers 
about your merchandise and sell¬ 
ing terms and conditions 

ACCOUNT STATUS: A running list of your 
Seller's Account activity and infor¬ 
mation, including fees, payments, 
refunds, fee credits and your cur¬ 
rent balance 

ADVANCED SEARCH: A link to a search 
form on top of every eBay page. 
You can search for items by seller, 
item number, titles and descrip¬ 
tions, and you can search com¬ 
pleted listings. 

announcements board: A special on¬ 
line bulletin board where eBay 
posts timely information and up¬ 
dates; regular eBay users should 
check this board daily. 

AUCTION-STYLE LISTING: A listing in 
which the seller offers one or 
more items and sets a starting 
price; buyers visit the listing and 
bid on the item throughout its 
duration; when the auction-style 
listing ends, the high bidder (or 
bidders) buys the item from the 
seller for the high bid. 

AVERAGE SELLING PRICE (ASP): The aver¬ 
age price for all items sold during 
a particular time frame, usually 
calculated for a specific category 
or a single seller's sales 

BEST OFFER: Allows sellers to receive 
price-based offers from buyers 
that may be accepted at the 
seller's discretion. The feature is 
available for listings in the Fixed- 
Price format, and once the price 
is accepted by the seller, the list¬ 


ing immediately closes. Each Best 
Offer is binding, just like a bid, 
and is good for 48 hours. 

BID: The amount a buyer is willing to 
spend on an item for sale in an 
auction-style listing. Commonly 
referred to as a maximum bid, 
you enter this in the "Bid 
Amount” box in the item listing. 

By doing so, you commit to buy 
an item if you are the winning 
bidder. 

BID CANCELLATION: The cancellation of 
a bid by a buyer or a seller 

bid HISTORY: A link within the seller's 
item listing or "My eBay" page 
that shows all the bids placed on 
a seller's item in an auction-style 
listing. It will show User ID, bid 
amount and time of bid. 

BID INCREMENT: The amount by which 
a bid is increased each time the 
current bid is outdone 

BID RETRACTION: The withdrawal of a 
bid; bid retractions are rarely al¬ 
lowed on eBay. 

BIDDER SEARCH: A search for all the 
items on which a particular user 
has placed bids 

BIDDING: The act of placing a bid on a 
listed item 

BUY IT NOW (BIN): An option for buyers 
and sellers to purchase or sell at 
a fixed price. This type of listing 
offers buyers a chance to buy an 
item without bidding. It can be 
offered within an auction-style 
listing as an alternative to bidding, 
or by itself in a Fixed-Price listing. 

CERTIFIED SOLUTION PROVIDER: Third- 
party software developers that 
have met specific criteria and 
compliance standards set by eBay 


CHAT ROOMS: A casual setting within 
the eBay Community where users 
can talk with each other online 

CLOSED ITEM LISTING: Notes a listing 
that has ended. If the item sold, 
there is important information 
(also found in My eBay) about 
payments, shipping and the buyer. 

COMMIT TO BUY: A commitment by the 
buyer to pay for the item (should 
the buyer win it) 

COMMUNITY: eBay's term for its mem¬ 
bers; also a place on eBay where 
users can chat. Areas include dis¬ 
cussion boards, groups, Answer 
Center and chat rooms. 

COMPLETED LISTINGS SEARCH: Informa¬ 
tion on items whose listings have 
ended in the past few weeks, ac¬ 
cessible through the "Advanced 
Search" page 

CONFIRMED ADDRESS: An address re¬ 
viewed by PayPal and found to 
be safe based on information re¬ 
lated to the address. The most 
common confirmed address is a 
credit card holder's billing address 
matching one registered with 
PayPal. 

DETAILED SELLER RATINGS: In addition to 
leaving an overall feedback rating, 
buyers can also leave anonymous 
detailed seller ratings, or DSRs, in 
four areas using a one- to five- 
star scale. PowerSeller eligibility 
and discounts are dependent on 
these ratings. 

DISCUSSION BOARDS: Part of the eBay 
Community section where users 
can discuss any eBay-related 
topic with other members via 
posting 

DROP-SHIPPING: A type of retailing 
where the eBay seller does not 
keep goods in stock but instead 
passes the customer's order and 
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shipment details to the whole¬ 
saler, who then dispatches the 
goods to the customer directly. 

The retailer makes its profit on 
the difference between the 
wholesale and the retail price. 

DUTCH AUCTION: When a seller has two 
or more identical items offered in 
the same auction-style listing; also 
known as a Multiple Item Auction 

EBAY AFFILIATE PROGRAM: Pays internet 
publishers, webmasters and other 
online partners to drive new users 
to eBay Affiliates promote eBay 
with banners, text links and other 
innovative tools, such as the Edi¬ 
tor Kit and the RSS Feed Genera¬ 
tor. In return, they receive com¬ 
missions. 

EBAY MOTORS: Section specially de¬ 
signed for selling cars, trucks, 
motorcycles, and parts and 
accessories 

EBAY SHIPPING CALCULATOR: Inserts a 
calculator into a seller's listing that 
will tell buyers how much ship¬ 
ping will cost them, based on cri¬ 
teria set by the seller 

EBAY STORES: Venue to sell add-ons 
and deep inventory from a seller's 
own store 

EBAY TOOLBAR: A downloadable tool 
for your web browser so you can 
keep track of your items at a 
glance and protect your account 

EDUCATION SPECIALIST PROGRAM: Allows 
qualified eBay users to teach 
others how to sell on eBay using 
eBay University materials 

FEATURED LISTING: A marketing service 
provided by eBay that gives list¬ 
ings extra exposure in the "Fea¬ 
tured" sections at the top of list¬ 
ings pages 
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FEEDBACK: For each transaction, buyers 
are allowed to rate sellers with 
positive, negative or neutral feed¬ 
back and a short comment Sellers 
are allowed to leave positive 
feedback for buyers. Feedback 
ratings can be viewed by other 
members to check on the reputa¬ 
tion of a potential trading partner. 

FEEDBACK FORUM: Place where you 
leave feedback or check a user's 
feedback 

FINAL VALUE FEE (FVF): Percentage of an 
item's selling price that is paid to 
eBay 

FINAL value FEE CREDIT: Under certain 
circumstances, sellers may re 
quest a Final Value Fee Credit. For 
example, sellers can request full 
credit if a buyer backed out and 
did not pay for an item. 

FIXED PRICE: A set price for selling one 
or more items instantly 

FLAT SHIPPING RATE: A flat rate sellers 
charge for an item no matter 
where the buyer lives (as op¬ 
posed to calculating shipping 
costs). By providing a flat shipping 
rate, sellers may offer discounts 
on shipping when multiple items 
are purchased. 

FORMATS: eBay offers a variety of sell¬ 
ing formats, such as auction-style 
and Fixed-Price, to help sellers 
have the most successful listings 
possible. 

GALLERY PICTURE: A thumbnail picture 
of an item that will appear next to 
the item in the search results 

GIFT ICON: Icon added during the list¬ 
ing process to let buyers know 
the item would make a great gift. 
Sellers using this icon should be 
willing to offer one of the follow¬ 
ing: gift-wrapping/card, express 
shipping or shipping to the gift re¬ 


cipient. The cost to have the gift 
icon next to your listing is 25 cents. 

GROSS MERCHANDISE VOLUME (GMV): 

eBay's term for total sales for ac¬ 
tive listings or of all the items sold 

ID VERIFY: Establishes proof of identity, 
helping others trust you as a seller 
or buyer. ID Verified users can 
buy with eBay's Buy It Now fea¬ 
ture (where offered), bid above 
$15,000, and sell in Fixed-Price 
format. 

IMMEDIATE PAYMENTS: Sellers who set 
a Buy It Now price for their item 
can require the buyer to pay im¬ 
mediately using PayPal. Sellers 
might use this feature if they're 
selling a time-sensitive item (for 
example, concert tickets). 

INSERTION FEE: The nonrefundable fee 
charged by eBay to post a listing 

INTERNET MARKETING: Any online ad¬ 
vertising, such as banner ads, 
paid search and e-mail 

ITEM LISTING: Information about a 
seller's item posted on eBay 

ITEM SPECIFICS: Item Specifics (such as 
shoe size and color) let sellers 
add standardized details that help 
make the listing easy to find. This 
gives buyers a fast and easy way 
to search for the item using Prod¬ 
uct Finder and makes the basic 
facts about the item clear and ac¬ 
cessible in the listing. 

LEARNING CENTER: A collection of edu¬ 
cational tours and tutorials that 
teach people how to use eBay 

MATCHING CATEGORIES: A way to nar¬ 
row search results by choosing a 
category that matches the item a 
person is looking for (for exam¬ 
ple, "books") 
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maximum BID: The maximum amount 
a buyer is willing to bid and pay 
for an item in a specific auction- 
style listing 

MINIMUM BID: The lowest amount that 
can be entered as a bid for a spe¬ 
cific auction-style listing 

MINT: A subjective term used to de¬ 
scribe an item in perfect condition 

MULTIPLE ITEM AUCTION: See Dutch 
Auction. 

MY EBAY: A personalized page that 
shows all of a person's activity on 
eBay, including purchases and 
sales. It is free; every person reg¬ 
istered on eBay has this page. 

NATURAL SEARCH: There are two main 
search classifications: natural 
search and paid search. While 
paid search refers to all pay- 
per-click advertising (such as 
Google AdWords and Overture), 
natural search refers to all unpaid 
search results based on relevance. 

ONLINE AUCTION: Lets bidders com¬ 
pete for your item 

ONLINE DISPUTE RESOLUTION (ODR): 

Through third-party provider 
SquareTrade, users with disputes 
can request the services of a pro¬ 
fessional mediator, who can assist 
users in finding a mutually accept¬ 
able resolution. 

OPENING VALUE: Another term for a 
starting price 

OUTBID: A bidder is outbid when an¬ 
other bidder has placed a higher 
maximum bid. 

PAID SEARCH: Paying a search engine 
for a position in search results. 
Sellers may buy keywords on 
search engines, such as Google, 
and their website will appear in 
the search results. 


PAYPAL: An online payment sen/ice 
that allows sellers to accept credit 
card and bank account payments 
from buyers 

PAYPAL BUYER CREDIT: A funding-source 
option for U.S. buyers. This fund¬ 
ing option may be used to send 
money to any PayPal Business or 
Premier Account. 

PAYPAL BUYER PROTECTION: Provides 
free coverage up to $2,000 when 
a buyer uses PayPal to pay for a 
qualified listing on eBay 

PAYPAL SELLER PROTECTION POLICY: Pro¬ 
tects sellers against fraudulent 
buyers by providing chargeback 
protection at no additional cost 
when sellers follow the Seller Pro¬ 
tection Policy guidelines. PayPal 
also offers Expanded Seller Pro¬ 
tection to PowerSellers, giving 
them unlimited protection for eli¬ 
gible transactions in any of Pay¬ 
Pal's 190 markets worldwide. 

POWERSELLER: eBay top sellers who 
sustain a high volume of monthly 
sales and a high level of total 
feedback, with 98 percent or bet¬ 
ter positive, and minimum aver¬ 
age Detailed Seller Ratings from 
other eBay users; starts with 
Bronze and goes up to Titanium 
for the highest level of sales. 

PRIVATE LISTING: A type of eBay listing 
where the bidders' User IDs are 
not disclosed on the listing page 

prohibited ITEMS: Items not allowed 
to be sold on eBay. Sellers are re¬ 
sponsible for checking if their 
item is allowed on eBay by re¬ 
viewing Rules & Policies in the 
"Help Topics" section of Help. 

PROXY BIDDING: A feature that allows 
you to enter the maximum 
amount you're willing to pay for 
an item; the eBay system auto¬ 
matically places bids on your be¬ 


half, increasing your bid as neces¬ 
sary by standard increments to 
maintain your high-bid position. 

registration: Needed to buy and sell 
on eBay. Users provide basic con¬ 
tact information, which is kept 
private. 

RESELLER MARKETPLACE: An eBay 
marketplace for PowerSellers to 
acquire inventory for resale 

RESERVE PRICE: A hidden minimum 
amount the seller is willing to ac¬ 
cept for a listed item 


To the Letter 

STAY IN THE KNOW WITH THESE COMMONIY USED 
EBAY ACRONYMS. 

BIN: Buy It Now 
FS: Factory sealed 
GU: Gently used 
GW: Gently worn 
MWT: Mint with tag(s) 

NBW: Never been worn 
NIB: New in box 
NR: No reserve 
NWT: New with tag(s) 

S/H: Shipping and handling 


RESTRICTED ITEMS: Items that have re¬ 
strictions for being sold on eBay 
but are not prohibited. Sellers are 
responsible for checking if their 
item is allowed on eBay by going 
to Rules & Policies in the "Help 
Topics" section of Help. 

SALES REPORTS: Help sellers track key 
performance metrics so they can 
determine areas of opportunity 
and areas needing improvement. 
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search OPTIMIZATION: Makes sure a 
seller's eBay Store has appropri¬ 
ate keywords in the description 
and the individual listings have 
appropriate keywords in their titles 
and descriptions so that the Store 
or the items will appear in the re¬ 
sults when someone does an in¬ 
ternet search using one of the 
keywords. (See Natural Search.) 

SECOND CHANCE OFFER: A seller's Sec¬ 
ond Chance Offer to a bidder 
other than the listing's winner, 
which a seller can offer when the 
winning bidder in an auction-style 
listing fails to pay for the item or 
the seller has a duplicate item for 
sale but hasn't chosen to run a 
Multiple Item Auction 

SECURITY & RESOLUTION CENTER: A page 
on eBay where users learn about 
trading safely. It's also the place to 
go when you have an issue you 
need to resolve. 

SELLER'S ACCOUNT: The account users 
are given when they register on 
eBay as a seller 

seller DASHBOARD: Found in My 
eBay, this module provides sellers 
with details such as their 30-day 
rolling average DSR score and 
PowerSeller discount eligibility. 

SELLING MANAGER AND SELLING MAN¬ 
AGER PRO: Tools that allow sellers 
to perform all their listing and 
sales-related activities from one 
location in My eBay 

SELL HUB: The page shown when you 
click on the "Sell" link at the top 
of any eBay page. Contains a host 
of selling information, such as 
how to put an item up for sale 


and tools to make the listing 
process easier. 

SHILL BIDDING: The practice of deliber¬ 
ately placing bids to artificially 
raise the price in an auction-style 
listing. Shill bidding is not allowed 
on eBay and is illegal in many 
jurisdictions. 

shipping CENTER: A page on eBay with 
information to make shipping 
eBay items easier. Sellers can pay 
shipping online, print labels, order 
free boxes and schedule package 
pickups. 

Sin MAP: An organized list noting 
where users can find information 
on eBay, accessed by a link at the 
top of any eBay page 

SNIPING: Placing a bid in the closing 
minutes or seconds of a listing 

SOLUTIONS DIRECTORY: Features eBay 
and third-party software and serv¬ 
ices designed to improve produc¬ 
tivity on eBay. Each software ap¬ 
plication listed in the Solutions 
Directory is technically compliant 
with eBay. 

SPAM: Unsolicited commercial e-mail 

SPOOF E-MAIL: A suspicious-looking 
e-mail that appears to be from 
eBay or PayPal asking you for per¬ 
sonal or financial information. Do 
not respond, and report these to 
either spoof@ebay.com or 
spoof@paypal.com. 

STARTING PRICE: The price at which 
bidding on an item begins; also, 
the lowest price a seller is willing 
to accept unless they have speci¬ 
fied a reserve price 
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THIRD-PARTY PROVIDER: Usually soft¬ 
ware or service providers that 
develop programs to help eBay 
sellers be more productive 

TRADING ASSISTANT: Experienced eBay 
sellers who sell items on eBay for 
others for a fee 

turbo LISTER: A free listing tool from 
eBay that helps you list many 
items at a time 

UNPAID ITEM: When a buyer or winning 
bidder commits to buying but 
does not go through with pay¬ 
ment. After you report the Unpaid 
Item, you can relist it or try mak¬ 
ing a second chance offer. 

USER ID: A user's identity on eBay 

VERIFIED RIGHTS OWNER (VERO) PRO¬ 
GRAM: Lets owners of intellectual 
property rights request the removal 
of listings on eBay that offer items 
or contain materials that infringe 
on their rights. This helps protect 
members of the eBay community 
from purchasing items that may 
be counterfeit or otherwise un¬ 
authorized. 

WANT IT NOW: A format on eBay 
enabling buyers to let sellers 
know what they are looking for 
and allowing sellers to respond 
to buyers with eBay listings ■ 
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the shoe fits 


AFTER LAUNCHING AN EBAY STORE.. THESE 
ENTREPRENEURS REALLY HIT THEIR STRIDE. 

BY UNDSAY HOLLOWAY 


E ven before Mark Fitzgerald and 
Jon Kuhlmann opted to turn their 
Danvers, Massachusetts, footwear 
business on eBay, Grapevinehill Inc. 
(eBay User ID: grapevinehill), into 
an official eBay Store, they were do¬ 
ing well. “We were making great 
margins on the product, and cus¬ 
tomers were happy with what they 
were getting,” says Fitzgerald. 

The pair started selling discounted, 
brand-name shoes on eBay in 2002. 
After mastering the auction block for 
a year, Fitzgerald, 39, and Kuhlmann, 
38, decided they wanted to reach the 
traditional shoppers who preferred 
fixed prices and quick turnarounds. 
“We really underestimated the power 
of what a Store could do for busi¬ 
ness,” says Fitzgerald. “Right out of 
the gate, we saw a 12 percent increase 
in business directly associated with 
the Store.” 

Almost immediately after Fitzger¬ 
ald and Kuhlmann launched their 
Basic Store, they upgraded to an An¬ 
chor Store, hoping to take advantage 
of tools like custom pages, categories 
and e-mail marketing. “I think we’ve 
leveraged just about every tool avail¬ 
able to us and found success in a way 
that increases business or increases 
awareness,” says Fitzgerald. “In an 
auction, it’s difficult to truly promote 
your brand. The eBay Store has given 
us a platform to do that.” And while 
creating a fun, inviting, user-friendly 
Store, these Titanium PowerSellers 
also managed to win eBay’s Best 
Looking Store in the 2006 Best in 
Stores contest. Grapevinehill pro¬ 
jects sales of $13 million for 2008. ■ 

Having an Anchor Store on eBay gives Mark 
Fitzgerald (I.) and Jon Kuhlmann's footwear a 
brand presence. 
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a place to 
call your own 

ONCE YOU'VE LEARNED THE ROPES 
OF SELLING ON EBAY, IT MAY BE 
TIME TO OPEN AN EBAY STORE OR 
YOUR VERY OWN PROSTORES SITE, 

BY LAURA TIFFANY 

T he nesting instinct is strong for 
some people. Eventually, sell¬ 
ing on eBay just isn’t enough. You 
want an online home, a place of your 
very own that you can tell people 
about, fill with all your items and 
decorate just how you want to. If you 
think it’s time for you to settle down, 
opening an eBay Store could be the 
right move. 


“An eBay Store lets you have your 
own e-commerce solution on eBay, 
complete with your own individual 
brand,” says Rich Lee, marketing 
manager for eBay Stores. “You get 
exclusive marketing tools that help 
you attract and retain buyers.” 

By drawing customers into your 
eBay abode, you take them away 
from “all these items from differ¬ 
ent sellers to just your items,” ex¬ 
plains Lee. “The chances of you get¬ 
ting add-on sales or upselling items 
are greater.” 

the basics 

To open a Store, a seller must have 
a feedback rating of 20 or higher, be 
verified (that is, have a valid credit 
card on file) or have a PayPal ac¬ 
count in good standing. Integrating 
PayPal, which is owned by eBay, into 
your Store has several benefits: Pay¬ 


Pal is a fast, easy and safe payment 
method for all online transactions, 
and eBay customers are already fa¬ 
miliar with using it. 

The next step is determining which 
subscription level you want to start 
with. Here are the three levels and 
some of what they offer: 

▲ BASIC (S15.95/MONTH): This level is 
recommended for those who sell 10 
or more items or at least $100 worth 
of items per month. You get dedi¬ 
cated customer support from 6 a.m. 
to 6 p.m. PST; five customizable pages 
to explain your policies and other¬ 
wise connect with customers; 300 
customizable product categories; 
Markdown Manager, a feature that 
lets you create discounts and sales; 
Selling Manager (usually $4.99/ 
month); and e-mail marketing to 
communicate or stay in touch with 
all your shoppers. 

There are many additional serv¬ 
ices, including marketing features, 
available at all subscription levels 
that we’ll discuss later in this article. 

▲ PREMIUM (S49.95/MONTH): Suggested 
for those who sell 50-plus items or 
more than $500 worth of items per 
month, this level gets you dedicated 
customer service 24/7,10 customiz¬ 
able pages and Selling Manager Pro 
(usually $i5.99/month). You also have 
the option of reducing the size of the 
eBay logo in your Store. A text promo¬ 
tion for your Store rotates through the 
eBay Stores front door, and you can 
access more advanced traffic tools. 

▲ ANCHOR (S300/MONTH): This is the Big 
Kahuna for high-volume sellers in 
the 500 items/$5,ooo range. You get 
all the good stuff we’ve already men¬ 
tioned but more of it, including 15 
customizable pages and a rotating 
store logo (rather than text) promo 
spot on the eBay Stores homepage. 

getting started f 

Just like listing an item on eBay, ® 
starting an eBay Store doesn’t re- % 
quire any technical skills or HTML s 
expertise. Products you already have „ 
in a listing will automatically popu- i 
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EBAY STORES 


late your new Store. Using eBay’s 
Quick Store Tuneup feature (http:// 
pages.ebay.com/help/specialtysites/ 
eustomizing-your-store.html), you 
can easily choose one of 16 themes, 
add custom titles and pop in pro¬ 
motion boxes. 

If you want a more customized 
Store, you can design your own using 
HTML or enlist the help of an eBay 
Stores Certified Designer. “[The de¬ 
signers] are required to take an exam 
[that] tests their knowledge of eBay 
Stores to make sure they [under¬ 
stand] our policies and how to cus¬ 
tomize a Store,” explains Lee. 

The next thing you need to con¬ 
sider is how you want to take ad¬ 
vantage of the different listing op¬ 
tions. In addition to auction-style and 
Fixed-Price listings, you now have 
Store Inventory items. Insertion Fees 
are cheaper (3 cents to 10 cents) and 
item listings can have an unlimited 
duration. However, the Final Value 
Fees are higher (tiered from 2 per¬ 
cent to 12 percent) and items have 
less visibility in the general search and 
browse results, compared to auction- 
style and Fixed-Price listings. 

“There’s a misconception about 
this where sellers put everything 
into Store Inventory format because 
it’s cheaper, but [the items] don’t al¬ 
ways appear in search,” says Lee. 
“We tell people it’s good to list a 
good percentage of their stuff in 
auction or Fixed-Price formats so 
they show up in search. When peo¬ 
ple [view your auction] items, they’ll 
see your Store and the Store Inven¬ 
tory format items that they might 
not have seen.” 

putting yourself out there 

Some marketing tools are auto¬ 
mated, so you can just sit back and 
enjoy the results. These include your 
Store link and logo accompanying 
your listings; an RSS feed of your 
products; your Store’s occasional ap¬ 
pearance in the “Shop eBay Stores” 
section of search results; and, for 
Premium and Anchor subscribers, 



more 
frequent 
placement 
on the eBay 
Stores homepage. 

However, there are 
many more tools that 
you can proactively use 
to draw traffic to your Store. 

Here are a few choices: 

A E-MAIL MARKETING: eBay provides 
templates so you can easily send out 
messages telling customers about 
new items, sales and more. 

A SALES AND DISCOUNTS: The aforemen¬ 
tioned Markdown Manager allows 
you to give a monetary or percent¬ 
age discount on Fixed-Price or Store 
Inventory listings. A newer feature 
is a limited-time free shipping offer, 
which can apply to auction-style list¬ 
ings as well. 

A FLIERS: Trigger repeat buying by 
creating promotional fliers to in¬ 
clude with shipments, highlighting 
featured items or deals. 

A SEARCH ENGINE OPTIMIZATION: Improve 
your Store’s page rankings in search 
engine searches by customizing your 
keywords in Manage My Store to 
bring in more visitors from outside 
of eBay. eBay even offers an incen¬ 
tive to use this and other marketing 
tools: If you drive qualifying traffic 
to your Store from a location out¬ 
side of eBay, you could qualify for 
a 75 percent discount on your Final 
Value Fees (http://pages.ebay.com/ 
help/specialtysites/referral-credit- 
faq.html). 

moving on up 

Once you’re comfortable with the 
eBay Stores setup, you may want to 
expand even further. “A lot of eBay 
sellers are very entrepreneurial, and 
they eventually want their own off- 
platform store,” says Lee. For those 
users, ProStores (prostores.com) can 
be a smart move. With ProStores, 


you have 
independ¬ 
ent website, but 
you can easily im¬ 
port your eBay list¬ 
ings into it if you wish. 
The service comes with 
robust customer service and in¬ 
ventory tools, as well as advanced 
marketing features for your Pro- 
Stores store, like auto-generated SEO, 
product feeds for Google Base and 
shopping engines, and in-store pro¬ 
motion and upselling features. If you 
don’t have the time or skills to man¬ 
age it all yourself, ProStores offers 
setup, design and marketing services, 
as well as integration with outside 
vendors like PayPal, QuickBooks and 
all the major shipping services. 

Michael Moran started selling his 
Thai food products on eBay and 
through a ProStores site simultane¬ 
ously in 2006. But after two years, 
he decided to close his sales on eBay 
and focus on his ProStores website 
full time. “With ProStores, I can fo¬ 
cus on directing customers to my 
own brand that I’m working so hard 
on developing and making success¬ 
ful,” says Moran, 31, of his Atlanta- 
based company, CurrySimple (curry 
simple.com), which also sells prod¬ 
ucts in specialty grocery stores like 
Whole Foods. 

Moran designed his website him¬ 
self, which took several long days of 
shooting product photos, writing 
content, creating the design, setting 
up a credit card system and estab¬ 
lishing shipping rates. Moran credits 
ProStores’ 24/7 support with help¬ 
ing him through any issues he en¬ 
countered along the way. 

Now Moran focuses on drawing 
more traffic and increasing conver¬ 
sion rates through Google CPC ad¬ 
vertising, newsletters, SEO and PR, 
which all help CurrySimple bring in 
$150,000 to $200,000 each year from 
its retail site alone. ■ 

LAURA TIFFANY is a freelance writer in Orange County, 
California. She can be reached through her website, 
lauratiffany.net. 


48 ENTREPRENEUR’S EBAY STARTUP GUIDE 








Your guardian is here 


In just 100 days, this step-by-step plan will breathe new life into your homebased business and have it 
operating at its true potential. Complete daily tasks to increase productivity, become the expert in your field, 
and take your home office to a better place. 


‘‘Jeff has put together a nuts-and-bolts guide to getting 
unstuck from your dreary home-office existence. Now it’s 
up to you to get going." 

—Seth Godin, co-author of Guerrilla Marketing for the 
Home-Based Business 

Pick up your copy today! p 

AVAILABLE AT ALL FINE BOOKSTORES 

and online booksellers Entrepreneur 

ENTREPRENEURPRESS.COM PreSS 






50 ENTREPRENEUR'S EBAY STARTUP GUIDE 







STEP 4 

MANAGING PAYMENTS 


show me 
the money 

MAKING THE SALE «S GOOD, BUT KEEPING 
TRACK OF PAYMENTS IS EVEN BETTER. 

R icky Serbin doesn’t know a lot 
about computers, but that hasn’t 
stopped him from operating a very 
successful eBay Store, Ricky’s Ex¬ 
ceptional Treasures (eBay User ID: 
ricysue), which specializes in high- 
end, designer fashions. The business, 
which is based in San Francisco, is 
only 6 years old, but it already ranks 
among the top 5 percent dollarwise 
for apparel sales on eBay—with the 
average sale topping $400—and is 
expected to bring in $400,000 in 
sales this year. Keeping track of all 
the numbers might be overwhelm¬ 
ing for some, but for Serbin, it’s as 
easy as 1,2,3. And he attributes it all 
to PayPal. 

The online payment solution en¬ 
ables Serbin to track monthly sales, 
state sales tax and refund figures 
with the click of a button. He can even 
locate a year-old store credit by sim¬ 
ply inputting the customer’s e-mail 
address. “We’re one of the higher pro¬ 
file eBay Stores and also one of the 
most scrutinized by the [IRS],” says 
Serbin, 51. “So we want to be able to 
download, print and document every 
transaction that we do. And PayPal 
[helps us do] that very easily.” Not 
having to worry about managing 
payments frees Serbin to tend the 
up to 10,000 customers who visit his 
store daily and to travel around the 
world on his continuous hunt for ex¬ 
ceptional treasures. ■ 

Closing the deal: "I feel that PayPal is always 
the quickest, safest way to pay [on eBay]," 
says designer fashion retailer Ricky Serbin— 
and 99 percent of his customers agree. 
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it’s payday 

EVERYTHING YOU NEED TO KNOW 
TO MANAGE AND PROTECT YOUR 
PAYMENTS ON EBAY 

BY MARCIA LAYTON TURNER 

W hether you’re a new eBay 
seller or a seasoned pro with 
a fast-growing online empire, eBay 
has all the tools to make collecting 
and processing payments from cus¬ 
tomers faster and easier. From en¬ 
abling credit card payments to find¬ 
ing online shipping links to tracking 
payments, eBay has amassed a range 
of services to make payment pro¬ 
cessing and tracking a snap. 

Although many eBay sellers rec¬ 
ognize that steps like inventory man¬ 
agement, financial record keeping 
and shipping are important to the 
success of their online businesses, 
the truth is that payment manage¬ 
ment may be even more important. 

offer buyers choices 

One strategy for increasing buyers’ 
willingness to spend is to offer sev¬ 
eral payment options. “Being able to 
process payments, particularly in the 
way your buyer wants to pay you, is 
critical,” says Jason Miner, a PayPal 
community specialist and the host 
of PayPal Radio. Limiting buyer op¬ 
tions will only limit your sales. “Some 
days when you’re shopping, you might 
want to pay via your bank account, 
and some days you would prefer to 
pay with a credit card,” says Miner, 
just as your buyers may prefer dif¬ 
ferent forms of payments on differ¬ 
ent days. Accepting only one form 
of payment may dissuade buyers 
from making a purchase if they aren’t 
given the option to pay using their 
preferred means. 

Since buyers typically have sev¬ 
eral eBay sellers from which to choose 
when shopping online, you can in¬ 
crease your odds of winning their 
business by offering several methods 
of payment. One simple option is 


PayPal, which offers buyers the flex¬ 
ibility to pay however they like—di¬ 
rectly through a checking or savings 
account, via credit card or by tapping 
a balance that’s already in their Pay¬ 
Pal account (which may have ac¬ 
crued from their own eBay selling). 

Signing up for a PayPal account is 
easy—and free. At paypal.com, you 
can register for a Premier or Business 
Account in addition to your Personal 
Account. This allows you to imme¬ 
diately accept credit card payments 
from buyers. While many offline busi¬ 
nesses have to qualify for a merchant 
account and pay high fees to be able 
to accept credit cards, eBay sellers 
have an advantage with PayPal. Says 
Miner, “PayPal has helped level the 
playing field for new small busi¬ 
nesses,” including eBay sellers. 

By signing up for a Premier Ac¬ 
count, you can do business on eBay 
under your own name; however, if 
you want to sell using a business 
identity, you need to register for a 
Business Account. “It’s eBay policy 
to have either a Premier or Business 
Account if you’re selling and accepting 
PayPal payments,” explains Miner. For 
buyers, there’s no cost to use PayPal, 
but sellers pay 1.9 percent to 2.9 per¬ 
cent of the item’s purchase price, plus 
a fee of 30 cents per transaction. 

eBay sellers who are also doing 
business offline—such as through 
a retail storefront—or online through 
their own website can sign up for 
Virtual Terminal through PayPal. 
Virtual Terminal allows you to proc¬ 
ess payments via phone, fax and 
e-mail, as well as online, with no 
setup fees, equipment to buy or 
long-term contracts to sign. The 
service costs $30 per month and 
provides even more payment flexi¬ 
bility, as buyers don’t even need to 
have a PayPal account to initiate the 
transaction or make a credit card 
payment to the seller. 

protect payments 

While offering several payment 
methods can boost sales (for ex¬ 



ample, simply adding Express Check¬ 
out to your website increases sales by 
an average of 14 percent) you’ll also 
want to take steps to protect your¬ 
self from fraudulent transactions. 

PayPal sellers with a Premier or 
Business Account also benefit from 
the service’s Seller Protection Policy 
for transactions with chargebacks or 
reversals, as long as a few conditions 
are met. Specifically, the sold item 
needs to be shipped to an eligible ad¬ 
dress within seven days of receiving 
payment; it needs to be a tangible 
item, rather than an electronically- 
delivered product or service; you 
need proof of delivery; and for items 
worth more than $250, you also need 
proof of signature from the recipi¬ 
ent. When these conditions are met, 
PayPal stands behind those payments 
made to sellers for up to $5,000 per 
year. In other words, they won’t be 
reversed. The policy applies to trans¬ 
actions where the seller and buyer 
are both in Canada, the United States 
or the United Kingdom. PowerSellers 
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in the U.S., as well as those in some 
other countries, may also qualify for 
expanded seller protection, which 
eliminates the $5,000 per year cov- 
I erage limit and expands the protec¬ 
tion to 190 countries. 

eBay sellers who use PayPal ben¬ 
efit from the fraud protection tools 
both companies have in place, in¬ 
cluding transaction screening and 
address verification, as well as card 
security code checks, which serve 

be preferred 


as the first line of de¬ 
fense against unscru¬ 
pulous buyers. 

You’ll also want to 
protect the password 
you establish for your 
PayPal account. And as 
your business grows, 
you’ll want to explore 
multiuser access fea¬ 
tures, which allow you 
to generate a login ID 
and password for em¬ 
ployees. That way, they 
can check eBay trans¬ 
action data without 
having access to infor¬ 
mation or accounts you 
want kept private; you 
can even set differing 
levels of access depend¬ 
ing on individual job 
requirements. 

track trends to 
maximize your profits 

Another facet of effec¬ 
tive payment management involves 
monitoring your eBay transactions. 
Once you’ve sold an item, you’ll want 
to check its payment status in My 
eBay on a regular basis to know 
when to proceed with shipment of 
the merchandise. 

A more useful and convenient 
method, however, is to download 
various kinds of payment data from 
the PayPal website. Using Paypal’s 
history section, you can sort and 
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Part of effectively managing payments means holding on to as much of your eBay 
earnings as possible. One way you can offset PayPal charges is by enrolling in the 
PayPal Preferred program. By turning on a special notation on your payment op¬ 
tions page that lets buyers know you prefer PayPal, you earn 1 percent cash back 
on every purchase you make with your PayPal debit card. 

If you have a Business or Premier Account, you can get a PayPal debit card with¬ 
out being enrolled in the Preferred program. The debit card allows you to instantly 
access cash from your PayPal account, buy additional inventory, pay for sen/ices 
or purchase postage, among other things. It's another tool that enables you to 
make more effective use of the payments you receive, both by reducing your Pay¬ 
Pal fees through the 1 percent rebate and by improving your ability to manage 
payments by providing instant access to those funds. 


view buyer payments by the day, 
week, month or a specific set of dates. 
Taking a broader view of that data 
can be invaluable in spotting buying 
trends, says Miner. “For example, you 
might discover from your downloads 
that you’re getting more [money] for 
your Auction listings around Valen¬ 
tine’s Day, while your eBay Store sales 
volume is going up around the holiday 
shopping season. This allows you to 
develop business strategies to maxi¬ 
mize profits.” 

By using PayPal to aggregate your 
payment data under one umbrella, 
you’ll have the opportunity to see 
shifts in your business that you may 
have missed if you were managing 
checks and money orders by hand. 
By managing payments manually, 
says Miner, “you lose valuable in¬ 
sight into how to best focus your 
business and grow it.” 



eBay sellers interested in learning 
more about managing payments 
and growth can listen to PayPal Ra¬ 
dio, a weekly one-hour show cen¬ 
tered on payment practices and on¬ 
line selling, available on iTunes or 
at paypal.com/paypalradio. Archived 
shows can also be sorted to find spe¬ 
cific topics or guests who appeared 
on the show. 

Both eBay and PayPal have plenty 
of free tools to help you monitor sales, 
track payments as they come in and 
issue invoices by e-mail—in My eBay, 
simply click “Send Invoice,” and in 
PayPal use “Request Money.” 

No matter what level of eBay seller 
you are—whether you’re selling five 
items a week or 500—your goal in 
managing the payments that you re¬ 
ceive should be safety, simplicity 
and speed, says Miner. Process pay¬ 
ments quickly, protect yourself from 
fraud and make use of those funds 
immediately to generate even more 
sales. ■ 

MARCIA LAYTON TURNER writes regularly on small- 
business issues and is author of The Unoffia'al Guide to 
Marketing Your Small Business. 


ENTREPRENEUR'S EBAY STARTUP GUIDE 53 





EBAY STARTUP GUIDE STEP 5 

SHIPPING & FULFILLMENT 


signed, sealed, 
delivered 

BOOSTING BUSINESS WHILE KEEPING 
CUSTOMERS HAPPY WAS A PACKAGE DEAL 
FOR THIS TECHY ENTREPRENEUR. 

BY SARA WILSON- 

C hristopher Matthew Spencer, 
39, has been selling on eBay 
since 1998, but it wasn’t until a few 
years ago that he tested out Ship- 
Works software and instantly sim¬ 
plified the shipping process for his 
eBay Store. As a Trading Assistant, 
The Chase Group Auction Manage¬ 
ment (eBay User ID: borntodeal) 
helps people sell their merchandise 
on eBay and often deals with high- 
volume shipping. So when Spencer 
received an offer for a free trial of 
Ship Works—software designed to 
streamline the shipping process— 
he didn’t need much convincing to 
give it a try. 

The benefits were immediate, says 
Spencer. Ship Works combines dif¬ 
ferent shipping systems, including 
UPS, the U.S. Postd Service and DHL, 
on a single interface and automati¬ 
cally retrieves the necessary data di¬ 
rectly from eBay or PayPal, such as the 
shipping address, telephone number 
and the type of shipping the buyer 
selects. The software also stores 
tracking numbers for easy retrieval 
later on and offers insurance at com¬ 
petitive rates, says Spencer. 

A loyal Ship Works client ever 
since, Spencer has built his Camp¬ 
bell, California, business to more 
than $500,000 in projected sales for 
2008. Says Spencer, “I truly think that 
for an eBay seller, it’s a pretty fast re¬ 
turn on your investment.” ■ 

Christopher Spencer has sent more than 1,000 
packages in a week using ShipWorks software, 
which helps streamline the shipping process. 
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better shipping 

WHY NOT GO ABOVE AND BEYOND 
CUSTOMER EXPECTATIONS? 

BY MARCIA LAYTON TURNER 

Y ou’re almost done. You found a 
product (or product line) to sell, 
listed it on eBay, sold it and received 
payment. Now it’s time to pack and 
ship it to the buyer (this is also called 
fulfillment). While your focus may 
have initially been on selling the item 
and getting paid, quality packaging 
and accurate shipping will have just 
as much impact on your business as 
the previous four steps. 

That’s because eBay buyers take 
into account far more than product 
availability when buying—they also 
look at shipping costs and terms, the 
shipping company used and buyer 
satisfaction scores when choosing 
which seller to buy from, explains 
Kristina Klausen, senior director of 
eBay’s global shipping team. Sellers 
who provide clear, accurate infor¬ 


mation about their shipping policies 
and practices have a much better 
chance of winning repeat business 
from their customers. 

communicating with buyers 

Setting buyer expectations upfront 
can help solidify a customer rela¬ 
tionship. “We encourage sellers to 
[identify] the specific service they’ll 
be shipping with in the shipping de¬ 
tails section of the listing,” says Klau¬ 
sen. That way, the buyer will see the 
shipping time for that service and 
can evaluate whether it meets their 
needs. Sellers should also specify 
their handling time—and meet or 
beat it. “Buyers love to know that 
their package is on its way, and for 
important items, they like to be able 
to track its progress,” Klausen adds. 

With more expensive shipping op¬ 
tions, you can typically offer track¬ 
ing—end-to-end status updates on 
a package’s progress. Less expensive 
delivery confirmation services notify 
the seller when a buyer has received 
a shipment. When sellers use Pay¬ 
Pal’s label printing solution, the track¬ 


ing or delivery confirmation number 
automatically gets sent to the buyer. 

A great starting point for shipping 
information is eBay’s Shipping Cen¬ 
ter (ebay.com/shipping), where you’ll 
learn about shipping partners, tools, 
discounts, supplies and best practices. 



If you only have a handful of listings 
each week, or even each day, the proc¬ 
ess for getting an item ready to ship 
is fairly straightforward. First, pull 
out the item and pack it appropriately 
in a box or bubble mailer, depending 
on the object’s size and fragility. Sec¬ 
ond, prepare a shipping label, pay for 
shipping and hand off the shipment 
to a carrier for delivery. 

A tool that can save you time and 
money is PayPal’s label printing so¬ 
lution, which you can access through 
My eBay. There is a “Print Shipping 
Label” button next to sold items that 
allows you to print UPS or U.S. Postal 
Service shipping labels on regular pa¬ 
per from anywhere and pay for them 
through your PayPal account. There 
are no fees to use this service. 

In addition, since the labels auto¬ 
matically import the eBay buyer’s ad¬ 
dress from the sales transaction in¬ 
formation, with nine-digit ZIP codes 
in place, packages get sorted and de¬ 
livered more quickly. This may im¬ 
prove the ratings buyers give you. 

Sellers can also qualify for sizable 
discounts on their shipping when 
they use label printing, enabling them 
to pass the lower shipping costs on 
to their buyers. And when labels are 
printed, an automatically generated 
e-mail is sent to the buyer to let them 
know their package is ready for ship¬ 
ment. This includes a delivery con¬ 
firmation or tracking number. 

However, as your business grows 
and the number of eBay shipments 
rises, you’ll want to automate the 
process as much as possible to keep 
up with demand. When you get to the 
point where you’re shipping 10 or 
more items at the same time, you’ll 
want to take advantage of the PayPal 
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MultiOrder Shipping tool, or MOS, 
which allows sellers to print up to 50 
domestic USPS shipping labels at a 
time from their PayPal accounts. 

Since shipping fees can be the de¬ 
ciding factor between who does and 
doesn’t get the eBay sale, you’ll want 
to be sure you’re doing everything 
you can to keep costs down, both for 


keep ’em coming back 

, • 

You can gain a competitive advantage over other eBay sellers with your shipping: When you satisfy 
buyers in this area, you earn higher buyer satisfaction scores, which improve your visibility on eBay. 

To earn stellar marks in shipping, use this list of best practices: 

A Be very clear in your eBay listing about the specific shipping services you use, when you expect 
to ship the item and when the buyer can expect to receive it. 

A Use calculated shipping to determine the actual shipping cost to your buyer's location. 

A Provide details about any handling or packaging costs in the item description. 

A Pack the item well and include a thank-you note with the packing slip. 

A Ship within 24 hours of receiving payment and alert buyers when their items have been shipped. 
A Provide buyers with delivery confirmation or tracking numbers on shipments. 

A Offer low shipping prices by using discounts available through PayPal's label printing solution. 
You and your buyer automatically receive an e-mail with the date you shipped the item and its track- 
" retailed Seller Ratings, or DSRs. 
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let It Fast 
hipping, 
ping sec¬ 
tion 01 tne Sell YourTtem process. 

eBay’s Get It Fast program high¬ 
lights items using a special icon on 
the items listing page so buyers can 
find items that can arrive quickly. ‘To 
qualify for Get It Fast, items need to 
offer at least one domestic overnight 
service, and the seller needs to in¬ 
dicate they ship within one business 
day of receiving cleared payment,” 
says Klausen. 

eBay Sellers who communicate well 
with buyers, work to reduce ship¬ 
ping fees for them and are quick to 
get an item into their hands will earn 
positive seller ratings and plenty of 
repeat business. ■ 
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STEP 5 

SHIPPING & FULFILLMENT 



ing or delivery confirmation number 
automatically gets sent to the buyer. 

A great starting point for shipping 
information is eBay’s Shipping Cen¬ 
ter (ebay.com/shipping), where you’ll 
learn about shipping partners, tools, 
discounts, supplies and best practices. 



bett 
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Y ou’r 
proi 
listed it c 
payment 

ship it to the buyer (this is also called 
fulfillment). While your focus may 
have initially been on selling the item 
and getting paid, quality packaging 
and accurate shipping will have just 
as much impact on your business as 
the previous four steps. 

That’s because eBay buyers take 
into account far more than product 
availability when buying—they also 
look at shipping costs and terms, the 
shipping company used and buyer 
satisfaction scores when choosing 
which seller to buy from, explains 
Kristina Klausen, senior director of 
eBay’s global shipping team. Sellers 
who provide clear, accurate infor- 




sen. That way, the buyer will see the 
shipping time for that service and 
can evaluate whether it meets their 
needs. Sellers should also specify 
their handling time—and meet or 
beat it. “Buyers love to know that 
their package is on its way, and for 
important items, they like to be able 
to track its progress,” Klausen adds. 

With more expensive shipping op¬ 
tions, you can typically offer track¬ 
ing—end-to-end status updates on 
a package’s progress. Less expensive 
delivery confirmation services notify 
the seller when a buyer has received 
a shipment. When sellers use Pay¬ 
Pal’s label printing solution, the track- 


discounts on their shipping when 
they use label printing, enabling them 
to pass the lower shipping costs on 
to their buyers. And when labels are 
printed, an automatically generated 
e-mail is sent to the buyer to let them 
know their package is ready for ship¬ 
ment. This includes a delivery con¬ 
firmation or tracking number. 

However, as your business grows 
and the number of eBay shipments 
rises, you’ll want to automate the 
process as much as possible to keep 
up with demand. When you get to the 
point where you’re shipping to or 
more items at the same time, you’ll 
want to take advantage of the PayPal 
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keep ’em coming back 

WOW CUSTOMERS WITH YCUft SHIPPIN8-ANB EARN REPEAT BUSINESS-WITH THESE TIPS. 

You can gain a competitive advantage over other eBay sellers with your shipping: When you satisfy 
buyers in this area, you earn higher buyer satisfaction scores, which improve your visibility on eBay. 
To earn stellar marks in shipping use this list of best practices: 

MultiOrder Shipping tool, or MOS, ▲ Be very clear in your eBay listing about the specific shipping services you use, when you expect 
which allows sellers to print up to 50 to ship the item and when the buyer can expect to receive it. 


domestic USPS shipping labels at a 
time from their PayPal accounts. 

Since shipping fees can be the de¬ 
ciding factor between who does and 
doesn’t get the eBay sale, you’ll want 
to be sure you’re doing everything 


k Use calculated shipping to determine the actual shipping cost to your buyer's location. 

k Provide details about any handling or packaging costs in the item description. 

k Pack the item well and include a thank-you note with the packing slip. 

kShip within 24 hours of receiving payment and alert buyers when their items have been shipped. 

k Provide buyers with delivery confirmation or tracking numbers on shipments. 

Ik Offer low shipping prices by using discounts available through PayPal's label printing solution. 


you can to keep costs down, both for You and your buyer automatically receive an e-mail with the date you shipped the item and its track- 


you and your customers. 

When customers buy multiple items 


ing number, improving shipping times, customer satisfaction and your Detailed Seller Ratings, or DSRs. 
. Offer combined shipping discounts. Your customers will see other items you have for sale, be 


from the same seller, they’re probably happy to save on shipping and most likely leave you great ratings. 


hoping to get a combined shipping 
discount. And there’s no reason why 
you can’t oblige. With eBay’s Com¬ 
bined Shipping Discounts tool, you 
can automatically set up different dis¬ 
count rules by class of product, and 


k Experiment with free shipping to gain additional exposure in search results. 
k Purchase shipping insurance or use a shipping service that offers loss and damage protection. 
Ik Address any problems that arise with shipping immediately and professionally. 

For more information on shipping, go to ebay.com/sellercentral/feedback.html. 

tack on unexpectedly. For more in- if the shipping is more expensive than 


since the discounts are automatically formation about shipping interna- you expected. 


calculated at checkout, the buyer tionally, go to ebay.com/sellercentral/ 
doesn’t need to wait for information internationalselling.html. 
from you in order to pay promptly. 

Another way to increase sales is to 


But using USPS Flat Rate Priority 
Mail boxes is even simpler than cal¬ 
culating dimensional weight. The 
boxes are available in two sizes: regu- 


managing shipping expenses 

offer international shipping—though One tool you’ll need to accurately de- lar for $9.80 and large for $12.95. You 
this does require some additional work, termine domestic shipping costs is can order the Priority Mail boxes for 

Best practices include being clear the eBay Shipping Calculator, which free at http://ebaysupplies.usps.com, 

about the regions or countries you includes rates for UPS and USPS, says saving you money on the cost of the 
ship to and the associated interna- Klausen. Rates for some services con- box. 

tional shipping costs as well as using sider the size of the package to de- While many buyers are on the hunt 

calculated shipping to ensure that termine dimensional weight. For ex- for the seller with the lowest ship- 

your quoted cost is accurate based ample, says Klausen, for a 2-pound ping rate, some buyers are willing to 

item in a big box you might actually pay a premium to receive their item 

be charged as if it is a 4-pound item, by a certain date, which is especially 

“Dimensional weight kicks in over important around the holidays. That’s 
1 cubic foot for USPS Priority Mail— when you’ll want to offer Get It Fast 
taxes, and that it may take longer that’s 12 by 12 by 12 inches, which isn’t service using expedited shipping, 

for their items to arrive. Some inter- so large,” Klausen points out. So it’s which is found in the shipping sec¬ 

tion of the Sell Your Item process. 


n the buyer’s country, says Klausen. 
You should also tell international 
buyers that they may be respon¬ 
sible for customs fees, duties and 


national buyers stick with USPS to important to know what kind of pack- 
avoid additional broker handling aging you’ll be using before you even 


charges that private carriers can list a 



eBay’s Get It Fast program high- 
item, or you may lose money lights items using a special icon on 
the items listing page so buyers can 
find items that can arrive quickly. ‘To 
qualify for Get It Fast, items need to 
offer at least one domestic overnight 
service, and the seller needs to in¬ 
dicate they ship within one business 
day of receiving cleared payment,” 
says Klausen. 

eBay Sellers who communicate well 
with buyers, work to reduce ship¬ 
ping fees for them and are quick to 
get an item into their hands will earn 
positive seller ratings and plenty of 
repeat business. ■ 
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STEP 6 

SELLER TOOLS 


tools of the 
trade 

TAP EBAY'S WEALTH OF SELLER TOOLS TO KEEP 
ORGANIZED-AND SEE THAT WEALTH ROLL IN. 

BY AMANDA C. KOOSER 

N ancy Baughman, 44, has sold 
some interesting items in her 
time as a certified appraiser and an 
eBay PowerSeller; a wax head of Jef¬ 
ferson Davis stands out in her memory. 

But the origin of her business on eBay 
isn’t quite so unusual. “We got started 
the way a lot of eBay entrepreneurs 
get started: cleaning out our own at¬ 
tic and basement,” says Baughman, 
who co-founded eBizAuctions (eBay 
User ID: ebizauctions) with her hus¬ 
band, Daren Baughman, 43. It’s been 
more than five years since then, and 
the Baughmans now average about 
$16,000 per month in sales, selling 
mostly antiques and collectibles 
with a large clientele of repeat and 
referral customers who use eBiz- 
Auctions as a Trading Assistant. 

Seller tools have helped make the 
Baughmans’ business a success. “You 
couldn’t possibly know everything 
in the antiques and collectibles busi¬ 
ness,” says Nancy. “We look things up 
every single day.” Many sellers turn 
to tools like the completed listings 
search or third-party research pro¬ 
viders like Terapeak (terapeak.com). 

Nancy credits Selling Manager Pro 
with keeping their business organ¬ 
ized, as well as FedEx ShipRush, an 
eBay-compatible tool that helps them 
manage shipments. “We have to save 
time however we can, because every 
listing we do is unique,” says Nancy. 

“That takes up a lot of our time, so 
we try to save it elsewhere.” ■ 

Nancy and Daren Baughman keep their eclectic 
collectibles organized by making use of all the 
seller tools eBay has to offer. 
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STEP 6 

SELLER TOOLS 


sharpest tools 
in the shed 

TAKE YOUR BUSINESS ON EBAY TO 
THE NEXT LEVEL WITH THESE 
ADVANCED SELLING TOOLS. 


T here is a whole universe of 
tools available to eBay sellers 
when they look beyond the “Sell 
Your Item” form. The “Sell Your 
Item” form is where most eBay 
sellers start, and it still has a place 
in the toolbox for those who need 
to post unique items. But as busi¬ 
nesses grow and eBay entrepre¬ 
neurs look for ways to streamline 
their work, more advanced seller 
tools become an important part of 
an eBay seller’s operations. “We 
recognize that some of the more 
professional selling tools offer some 
significant efficiency advantages,” 
says Nathan Etter, director of prod¬ 
uct management-eBay Seller Experi¬ 
ence. “They’re really appropriate for 
people to migrate to as they consider 
scaling their business.” 

Terry Gibbs, the founder of Mesa, 
Arizona-based Iwantcollectibles. 
com (eBay User ID: train99), has 
been selling collectible trains on 
eBay since the late ’90s and spends 
a lot of time advising other eBay 
sellers on how to improve their 
businesses. “Just get in there and 
start doing it, and then identify the 
areas you’re having problems with,” 
says Gibbs, 45. “If your problem is 
image hosting, go out and find the 
tools to do that. Go to forums and 
ask for advice and gather informa¬ 
tion. If you go out to solve a prob¬ 
lem, you’re always going to be bet¬ 
ter off.” 

Here’s a rundown of eBay’s seller 
tools, with a look at what they are de¬ 
signed to do and what sort of eBay 
sellers they are helpful for: 


▲ TURBO LISTER (EBAY.COM/TURBO LISTER): 

Turbo Lister is a downloadable pro¬ 
gram for Windows OSes that lets you 
quickly create multiple listings, save 
templates, preview listings and access 
pre-filed item information and photos 
for books, music, movies and games. 
‘Turbo Lister is one of our most popu¬ 
lar tools for various reasons: It’s free, 
and it’s global,” says Gui Bastos, group 
product manager-eBay Seller Experi¬ 
ence for eBay-branded seller tools. 

Gibbs, a PowerSeller, uses Turbo 
Lister for his business on eBay. “It’s 
very helpful,” he says. “Most of the stuff 
I sell, I just list at a 99 cent starting 
bid because there’s enough demand 
that I know I’ll get good prices.” He 
prepares listings for certain high-end 
collectible trains in Turbo Lister so he 
can easily take advantage of special 
offers like eBay’s free listing days. 

▲ SELLING MANAGER/SELLING MANAGER 
PRO (EBAY.COM/SELLING MANAGER): The 
web-based tool Selling Manager is 
a natural next step for many sellers. 
It allows you to automatically relist 
items, track post : sales activities and 
keep tabs on your business through 
an overall snapshot view. Bulk e-mail 
capabilities and customizable tem¬ 
plates can help streamline your busi¬ 
ness, as well. Bastos recommends 
Selling Manager for eBay entrepre¬ 
neurs who are adding more volume 
to their listings and need to improve 
their order fulfillment and sales track¬ 
ing. Selling Manager is free for Basic 
Store owners; otherwise it runs $4.99 
per month. 

The main difference between Sell¬ 
ing Manager and Selling Manager 
Pro is that Pro includes inventory 
management and reporting features. 
According to Bastos, “Selling Man¬ 
ager Pro is a little more advanced. 
You’d be ready to go to Pro when 
you’ve solved those problems of ful¬ 
fillment and tracking, and your next 
step is to become more profitable 
and better manage your inventory.” 

▲ BLACKTHORNE BASIC/BLACKTHORNE PRO 
(EBAY.COM/BLACKTHORNE): Blackthorne 
is a downloadable program that can 



be a good fit for more advanced 
sellers who prefer to have client 
software on their computers in¬ 
stead of using web-based services. 
It has a lot of the bulk listing and 
management features of Selling 
Manager. “This makes sense for 
businesses that have their own 
database where they keep track of 
their inventory,” says Bastos. “They 
tie that database into Blackthorne 
and use Blackthorne for its eBay- 
specific functions. I would recom¬ 
mend this for someone who is well- 
versed with and has been on eBay 
for a long time.” 

A SALES REPORTS/SALES REPORTS PLUS 
(EBAY.COM/SALESREPORTS/WELCOME.HTML): 

Both Sales Reports and Sales Re¬ 
ports Plus are free for sellers. These 
powerful tools can give you high- 
level, in-depth views of your eBay 


60 ENTREPRENEUR'S EBAY STARTUP GUIDE 











activity. Users can monitor their 
sales, keep track of their eBay and 
PayPal fees, and view metrics by 
category, format, and ending day or 
time. This information helps sellers 
refine their strategies and make com¬ 
parisons to evaluate the effective¬ 
ness of their eBay campaigns. 

▲ EBAY SOLUTIONS DIRECTORY (SOLUTIONS. 
EBAY.COM): Growing your eBay busi¬ 
ness means finding and using the 
right tools to solve any challenges 
you might be facing in your busi¬ 
ness. “Identify the problem, evalu¬ 
ate solutions and then constantly 
re-evaluate what you’re doing to see 
if there are better solutions,” says 
Gibbs. One way you can do this is 
by using the eBay Solutions Direc¬ 
tory, a searchable portal that links 
eBay sellers to third-party solution 
providers. Bastos likens it to a big 


Yellow Pages directory. It covers 
everything from complete selling 
solutions and shipping aids to mo¬ 
bile solutions. 

▲ CERTIFIED PROVIDER HUB (CERTIFIED 
PROVIDER.EBAY.COM): If the size of the 
eBay Solutions Directory feels over¬ 
whelming, you can turn to the Cer¬ 
tified Provider Hub to find a solu¬ 
tions provider that has already been 
approved by eBay. “When you’re 
picking a Certified Provider, you’re 
choosing a company that maintains 
a certain level of certification with 
eBay,” says Etter. “There’s a level of 
dedication and interaction with 
eBay that you aren’t guaranteed to 
have with other third-party pro¬ 
viders.” The Certified Provider Hub 
links you to tool providers as well 
as specialists that offer eBay busi¬ 
ness consulting. 


▲ ACCOUNTING ASSISTANT (EBAY.COM/ 
ACCOUNTINGASSISTANT): Accounting 
Assistant is an eBay tool designed 
specifically for QuickBooks ac¬ 
counting software users. “It is sim¬ 
ply a bridge between eBay and 
QuickBooks to pass your data back 
and forth,” says Bastos. “You don’t 
have to manually upload and down¬ 
load.” It ties in with your PayPal 
transaction data as well, making it a 
smart way to save time when you’re 
handling accounting work for your 
business on eBay. 

▲ FILE EXCHANGE (EBAY.COM/FILE EXCHANGE): 

High-volume sellers who already 
have their own databases, inventory 
systems and IT staffs can look to 
File Exchange as a way to tie their 
businesses into eBay. “There is no 
user interface to it; it is simply a 
way for a seller who is somewhat 
technically savvy to upload a file, 
like a spreadsheet, to eBay and get 
those listings posted,” says Bastos. 
The tool is free for qualified sellers— 
meaning you need to have been reg¬ 
istered on eBay for at least 90 days 
and had an average of 50 or more 
active listings per month for the 
past two months. 

Seller tools offer services and ap¬ 
plications that can help you go 
from being a beginning seller to a 
business seller and then help that 
business grow. These tools will also 
help you improve and expand on 
the services you provide to your 
customers. And choosing the right 
tools will educate you, streamline 
your operations and save you time. 
“Run [your business on eBay] like 
a system,” says Gibbs. “If you don’t 
have a system, you’re going to be 
chaotic and things won’t get done.” 

Integrating a new tool into your 
business can seem like a big step, 
but the payoff is well worth the ef¬ 
fort. “There are resources available 
that can get [eBay sellers] through 
challenges,” says Etter. “We en¬ 
courage sellers to keep an open 
mind and explore the options that 
are out there.” ■ 
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STEP 7 

MARKETPLACE INFORMATION 


are you talking 
tome? 

WITH DUE DILIGENCE, SOURCING FOR YOUR 
EBAY STORE IS A CINCH. BY AMANDA C. KOOSER 

U nlike many eBay sellers, Eugene 
Fleisher (eBay User ID: bingosn) 
doesn’t scour flea markets for collect¬ 
ibles or appraise antiques to put on 
eBay. You won’t find lunchboxes or 
Versace products in his eBay Store, 
SIP-Highway. But you will find VoIP 
gateways, VoIP phones, storage servers 
and other related equipment. 

Fleisher, 50, relies mainly on manu¬ 
facturers in Asia to keep his business 
on eBay fully stocked. He says, “I’m a 
technical person, so I’m familiar with 
the industry. I go to trade shows and use 
online portals like Global Sources.” 

When it comes to sourcing prod¬ 
ucts, it takes a lot of groundwork to 
find reliable partners. “When you’re 
dealing with people abroad, there 
are sometimes faulty products or 
products not meeting the spec re¬ 
quirements,” says Fleisher. “I ask a 
lot of questions before I purchase. I 
exchange a lot of e-mails with de¬ 
tails and specs and pictures.” 

He continually re-evaluates his prod¬ 
ucts to meet the changing demands 
of the market and offer customers a 
variety of products, which gives him 
a leg up over the competition. “I don’t 
sell anything until I test it and make 
sure it works the way it’s supposed 
to,” says Fleisher. His due diligence 
in selecting products is paying off: 
Fleisher brings in sales of at least 
$25,000 each month. VoIP hardware 
may not be a glamorous product, but 
it makes for a solid business on eBay 
built on smart sourcing. ■ 

Eugene Fleisher does careful research and 
sourcing for his tech-centered eBay Store to 
keep customers-and sales-positive. 
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EBAY STARTUP GUIDE STEP 7 

MARKETPLACE INFORMATION 


you're not alone 

NEED SOME HELP NAVIGATING 
THE MARKETPLACE? EBAY TOOLS 
CAN HELP, BY JULIE MONAHAN 

M illions of sellers have shown 
how easy it is to sell on eBay. 
But starting a business on eBay 
brings selling to a whole new level. 

Luckily, it doesn’t have to be a 
lonely climb to the top. eBay and 
third parties offer sellers tools and 
services for sourcing products, build¬ 
ing and maintaining a multichannel 
presence and attracting buyers. 

Sourcing is usually the first hur¬ 
dle, and it starts with figuring out 
what to sell. eBay senior manager 
Laura Della Torre, who’s respon¬ 
sible for the eBay Certified Provider 
Program, says one of the best things 
new sellers can do is start with rea¬ 
sonable expectations. “It’s not going 
to be as .easy as Googling a product 
you can buy for 99 cents and then 
selling it on eBay for $400,” she says. 
Though these success stories do 
happen, they are few and far be¬ 
tween and don’t work as a long-term 
strategy for entrepreneurs looking 
to run a stable business on eBay. 

The ultimate goal for any eBay 
seller is to build a stable relationship 
with a manufacturer or wholesaler 
that can offer a reliable product stream 
at favorable prices. It takes time to 
get there, but options exist. There’s 
even a shortcut or two along the way. 

certified providers 

One of those shortcuts is eBay’s Cer¬ 
tified Providers. Two companies— 
Doha in Orem, Utah, and Worldwide 
Brands in Maitland, Florida—are 
Certified Providers that help sellers 
make connections with suppliers. 
Certified Providers must meet eBay’s 
standards for knowing how to work 
with eBay and must have a proven 
track record of doing so. 

Worldwide Brands has a directory 
of prequalified wholesalers who have 



agreed to contract with internet busi¬ 
nesses like eBay Stores. The listed 
companies provide options such as 
liquidated merchandise and small 
shipments (known as light bulk 
wholesale) for orders sometimes as 
low as $500. 

While Worldwide Brands offers a 
convenient directory of potential 
suppliers, Doha lets entrepreneurs 
place orders directly on its site after 
they choose a product and its sup¬ 
plier. The company specializes in 
drop-ship providers, meaning the 
supplier holds on to the product un¬ 
til it has been sold to an eBay buyer. 
The drop-shipper then does the ship¬ 
ping and handling. 

Margins are thinner with this 
sourcing method, since the supplier 
bears the risk of an item not selling 
and the responsibility for delivering 
it intact. “Drop-shippers are not meant 
to be a main source of supply,” says 
Della Torre. “But they can help you 
test products on the site to guide you 
in the right direction.” 

Services like Doha and Worldwide 
Brands also help beginners by offer¬ 
ing a broad range of products to choose 
from and experiment with. Established 


entrepreneurs may find their serv¬ 
ices valuable for products ancillary 
to their core business and as a po¬ 
tential method for cross selling or 
bundling products. 

reseller marketplace 

If your past success sourcing prod¬ 
ucts has landed you in the PowerSeller 
category, you can find another sourc¬ 
ing shortcut through eBay’s Reseller 
Marketplace (ebay.com/reseller). 
This service gives PowerSellers ac¬ 
cess to manufacturers, wholesalers 
and liquidators selling in lots as small 
as 10 items or as big as a pallet. 

As with eBay Certified Providers, 
businesses selling through the Re¬ 
seller Marketplace can be more re¬ 
liable than those found randomly on¬ 
line. “These are sellers with U.S.-based 
references and products that come as 
they’re described,” says Justin Mar- 
cucci, senior marketing manager at 
eBay. “Buyers can feel confident know¬ 
ing these businesses are legitimate.” 

To make it easier to track what’s 
available on the Reseller Market¬ 
place, eBay issues a product sourcing 
newsletter every week highlighting 
listings. Sellers can also use the sys- 
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tern’s Auction Agent, which watches 
for items that match a seller’s pre¬ 
selected product search terms. 

prostores 

Once you have what you want to sell, 
you also have a choice of where to sell 
it. Customized online storefronts are 
available through eBay’s ProStores 
program and help eBay sellers quickly 
establish their own e-commerce sites. 

With ProStores, entrepreneurs can 
choose from more than 150 templates 
that include inventory management, 
sales tracking, online marketing tools 
and a shopping cart. The ProStores 
web store differs from an eBay Store 
in that it is completely self-branded 
and separate from eBay. 

The two can work together, be¬ 
cause they often serve different on¬ 
line buyers. “Not every buyer is an 
eBay buyer,” says Eric Shoup, the 
eBay general manager responsible 
for the ProStores program. ProStores 
makes the most sense for entrepre¬ 
neurs who already have product or 
name recognition, can reliably drive 
customer traffic to their site and have 
a steady product source. ProStore cus¬ 
tomers pay a monthly subscription 


fee and a per-transaction 
fee based on sale price. 

trading assistants 

Becoming an eBay Trad¬ 
ing Assistant and sell¬ 
ing for others may pro¬ 
vide you with a steady 
supply source. Trading 
Assistants, or TAs, are 
experienced eBay sellers 
who meet eBay require¬ 
ments, including having 
sold 10 items or more 
on eBay in the past three 
months; having feedback 
scores of too and up with 
at least 98 percent of it 
positive; and having an 
eBay account in good 
standing. Finding the 
right relationship is 
key. Many TAs have 
marketed their services to local re¬ 
tailers to help them sell excess in¬ 
ventory or even to large businesses 
to sell their retired equipment on eBay. 

If getting the product is no prob¬ 
lem but finding the time to sell it is, 
consider hiring a TA. TAs do all the 
work of listing, selling and shipping 
your item for a percentage of the sale 
price. Some TAs may even have a re¬ 
tail outlet so you can conveniently 
drop off your items at their location. 

You can check eBay’s online direc¬ 
tory to search for TAs by ZIP code or 
by the type of item you want to sell. 
“My advice is get two or three names, 
call them up and see if you feel com¬ 
fortable with them, especially if you 
are handing over valuable merchan¬ 
dise,” says Sharon Guldner, senior 
marketing manager at eBay. Many 
TAs are bonded to protect their clients, 
so make sure to ask them if they are. 

TAs are independent businesses, 
so their fees may vary, but fees av¬ 
erage around 30 percent of the sale 
price, plus eBay listing fees. Like any 
business arrangement, be sure to get 
everything in writing, including pro¬ 
posed fees and details about what 
happens if your item doesn’t sell. 


“Most reputable Trading Assistants 
will have a contract form all ready,” 
Guldner says. 

For more information about TAs, 
go to ebay.com/ta. 

the eBay partner network 

Even if you have no products to sell, 
eBay can still provide moneymak¬ 
ing opportunities. The company’s 
Partner Network has a program in 
which participating websites can 
earn eBay sales revenue by posting 
an eBay link on their site and getting 
visitors to follow through with an 
eBay purchase. 

Site owners make money when 
visitors click on the eBay link and 
make a purchase. The program, which 
is open to any website, including 
blogs, offers a return of 50 percent 
to 75 percent of the item’s listing and 
final value fee. The Partner Network 
also gives entrepreneurs between 
$25 and $35 per active new user— 
someone who registers for eBay for 
the first time, confirms their regis¬ 
tration with an eBay-supplied pass¬ 
word and places an eBay bid to pur¬ 
chase an item within 30 days of their 
original registration. “The Partner 
Network is a great way to get op¬ 
portunities out to smaller sites that 
eBay would not otherwise reach,” 
says William Martin-Gill, senior 
manager for eBay’s internet mar¬ 
keting group. 

eBay enhanced the Partner Net¬ 
work last spring, making it easier 
for sites to register and giving them 
more choices for displaying the eBay 
link. Options include a linking tool 
to help potential customers find the 
products they want, geographically 
targeted banners so customers can 
find sellers in their own country, and 
displays of specific products related 
to the site. Like all the tools offered 
through eBay, the Partner Network 
gives businesses what Shoup calls 
“a nice little boost.” ■ 

JULIE MONAHAN is a writer in Seattle whose articles on 
small business and emerging technology have appeared 
in numerous consumer and trade magazines. 
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Step 1 page 16 

GTG ELECTRONICS CO., 

(714) 223-3950, 
jack@gtgdeals.com. 


Step 2 page 22 

OKLAHOMA VINTAGE GUITAR, 

(888) 422-0788, 
oklahomavintageguitar.com. 

Seize the Season page 27 

EPOWER2GO INC., 

(877) 321-5704, 
batterywiz@verizon.net; 

E-SELL4DOLLARS, 

sales@esell4dollars.com, 

eseil4dollars.com; 

IREBOUND, 

(877) 744-0217, 
sales@irebound.net. 

Customer Service Heroics page 35 

THE INTERNET CAR LOT, 

(402) 991-1112, 
theinternetcarlot.com; 

MY ONE STOP BRIDAL SHOP, 

(800) 844-1118, 
myonestopbridalshop.com; 

NATIONAL 

WHOLESALE AUTOS, 

(817) 946-7228, 
nationaiwholesaleautos.com. 


Step 3 page 44 

GRAPEVINEHILL INC., 

info@grapevinehill.com, 

grapevinehill.com. 


Step 4 page 50 

RICKY’S EXCEPTIONAL 
TREASURES, 

stellasdaddy@aol.com. 

Step 5 page 54 

THE CHASE GROUP 
AUCTION MANAGEMENT, 

spencer@borntodeal.com, 

borntodeal.com. 


Step 6 page 58 

EBIZ AUCTIONS, 

(919) 463-7713, 
nancy@ebizauctions.com. 

Step 7 page 62 

SIP-HIGHWAY, 

info@nichport.com. 

Success Story page 68 

EPAL INC., 

(877) 245-8649, 
shopepal.com. 
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STARTUP GUIDES 


Roughly 1.3 million people around the world use eBay as 
their primary or secondary source of income. Now you too 

can jump into the biggest online marketplace there is—and 
do it with an easy-to-follow plan ALREADY set up. Beginning 
with a startup checklist, eBay experts will take you through 
every step of the process. Get help on deciding what to 
sell, figuring out the technical basics, using all of eBay's 
latest tools and auctions, developing great customer 
service and more! 

Start your business on eBay today! 

NOW $69 


Call 


or Order Online at 















) Build Your Plan- 
Build Your Business 


It's simple—plan for your business* sake, not for planning's sake. 

Block out all thoughts of overwhelming, traditional, formal, cookie-cutter business 
plans and embrace an easier, more practical, modern business plan—the plan that 
evolves with your business and allows you to start building your business now! 


“In The Plan-As-You-Go Business Plan, you have 
no formal processes to learn, no special 
methodologies to master Just practical advice 
that will inspire you to get going and make your 
business a success. Tim Berry shows us how our 
businesses can be all we dream of them 
becoming." 

-Anita Campbell, editor of Small Business Trends 


“Planning-the small-business equivalent of 
dental work? Maybe, but not if your plan is a 
tool-a flexible, modular, guiding light of a 
tool. Tim Berry's The Plan-As-You-Go Business 
Plan is that kind of business power tool. Let it 
guide your vision, and then just remember to 
floss!" 

-John Jantsch, author of Duct Tape Marketing 


"The Plan-As-You-Go Business Plan is 
exactly what my clients need. It is 
adaptable, comprehensive, understandable 
and educational. And I can think of no better 
guide than Tim Berry to help us create 
successful 21st century businesses." 

-Pamela Slim, author of Escape From Cubicle 
Nation (Spring 2009) 



■ Simplify the Business Planning I 


The 

Plan-As-You-Go 

Business 


AVAILABLE AT A 


Pick up your copy today! 
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gadget gums 

WITH A SWEET SPOT IN A COMPETITIVE MARKET, T HIS PAIR'S 
PROFITS ARE HEADED NORTH. BY NICHOLE L TORRES 

VI TAL ST A TS Klaus Koch, 60, and Derek Koch, 25, of 
ePal Inc. 

COMPANY Glen Ellyn, Illinois, e-tailer of consumer 
electronics, such as GPS devices and 
disc jockey equipment 

PROJECTED 2008 SALES $5 million 

EBAY USER ID shopepal 

HOBBY LOBBY Derek Koch has always been into 
technology, eager to try the next hot 
gadget. As a result, he and his dad, 

Klaus, had to find a way to sell all 
the gently used goods he rapidly 
went through. eBay proved to be 
the perfect selling spot, so they 
launched ePal in 2001. 

AT YOUR SERVICE Finding the right mix of prod¬ 
ucts is vital to any business, but Klaus 
and Derek soon realized they needed 
more than just high-tech gadgets to se¬ 
cure customers in the competitive con¬ 
sumer electronics market. Says Klaus, “We 
are extremely focused on customer service. 

If customers aren’t satisfied, we take care of 
it and communicate with them immediately.” 

IT ALL ADDS UP A high-volume business with a global clien¬ 
tele demands attention around the clock. With 
150 to 200 e-mails every morning, there’s no such 
thing as a standard workday: “The day is long,” admits 
Derek. Also vital to the family business is Chrissy Koch, 
Klaus’ wife and Derek’s mother. Fluent in five languages, 
she helps translate some of the e-mails from overseas 
and handles other administrative duties. 

PASS IT ON When you’re asking customers to pony up hundreds 
or even thousands of dollars for top-of-the-line elec¬ 
tronic equipment, it helps to have stellar references. 
The company’s feedback score is phenomenal: ePal 
has garnered well over 14,000 positive ratings, giving 
the company a 99.4 percent approval rating. Says 
Klaus, “If customers are satisfied with you, they rec¬ 
ommend you to friends; it’s a snowball effect.” 

FIRM FOOTING Cashing in on the demand for GPS devices, the pair 
keeps a close eye on what customers want via research 
and market tests. They network with suppliers to get 
information on the latest gadgets, keeping ePal at the 
forefront of the marketplace. “Grow slow and steady,” 
explains Derek. “Make sure you have something be¬ 
hind you to push [the business] forward.” 
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Move more 
inventory. 


Seller OnRamp helps thousands of small 


businesses start selling on eBay. 


“My sales have tripled since I started selling on eBay. I received fantastic tips from 
Seller OnRamp. It’s great to feel this commitment to my long-term success. ” 


— Pedro J. Rivarola, eBay PowerSeller 


Schedule your no-charge, no-obligation phone 
consultation at ebay.com/GrowYourSales 

or call toll-free 1 - 866 - 325-3229 

Mention Special Offer Code: EntrepreneurAD 

Appointments are available Monday-Friday, 6am-4pm PT/9am-7pm ET 
and generally last 15-20 minutes. 

Seller OnRamp 
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